CHICAGO 


PUBLISHED 
WEEKLY AT 537 
S. DEARBORN ST. 


HAR. 7504 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


(Trade-Mark Registered U. S. Patent Office) 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AVE. 


MO. 4-1572 


Vol. 1, No. 51 


CHICAGO, DECEMBER 27, 1930 


Five Cents a Copy—$1 a Year 


Rough Proofs 


A Chicago cab company is adver- 
tising, “Peace on earth, good-will 
to men.” 

And a little taxi-driver shall lead 


them. 


* * * 


“A fresh white handkerchief 
peeking out of the breast-pocket is 
the finishing touch of the well- 
groomed.” 

But suppose your Sealpackerchief 
happens not to be coy and refuses 
to peek? 

* 


* * 


The mail-carriers who staggered 
under their load of Christmas pack- 
ages were interviewed personally 
and agreed unanimously that re- 
ports of the so-called business de- 
pression were greatly exaggerated. 


* * * 


The lad who wrote the “suggested 
Christmas greetings” for the West- 
ern Union certainly did his stuff 
this year. He combined the whimsy 
of Barrie, the humanity of Dickens 
and the humor of Will Rogers. It 
was almost too good to give away. 

* * * 


The appeal to use a ready-made 
holiday greeting was couched in 
such persuasive language as to sug- 
gest that the greeter who wrote his 
own would seriously injure the feel- 
ings of the Western Union. 

* 


* * 


A large number of people seemed 
willing to let somebody else write 
both the words and the music for 
their Yuletide messages. Does this 
justify the conclusion that Ameri- 
cans now get their humor from the 
comic strips, their romance from the 
movies and their sentiment from the 
Western Union Telegraph Company? 

* * * 


After reading the pre-Christmas 
advertising addressed to the great 
American public, one could surmise 
that the ideal Christmas present 
need not be beautiful, attractive, 
useful or sensible, but that it must 
be “smart.” 

* 


* * 


There’s one big feature about 
Christmas cards which the manu- 
facturers haven’t merchandised 
properly as yet—they involve no ex- 
change problem. 

oe 


“Good afternoon, this is Wellesley 
7000,” says the sweet voice over the 
telephone, regardless of whether the 
afternoon is good, bad or indiffer- 
ent. That’s what comes of having 
a voice with a smile. 

* * #* 


The author of a new book on ad- 
vertising announces that novelists 
cannot write good advertising copy. 
It seems to be up to the novelists 
to come right back with the asser- 
tion that copy-writers can’t write 
very good novels, either. 

* * * 


On the other hand, there’s many a 
poor copy-writer who has been un- 
able to prove that he hasn’t tried 
his hand at light fiction. 


* * * 


Then there is the Chicago im- 
porter who ordered 10,000 1931 
calendars from his Chinese supplier. 
Imagine his surprise when three 
mail carriers staggered in with his 
order—each calendar individually 
addressed and mailed under 6-cent 
postage. 

Copy Cus. 


MAGAZINE COPY 
FOR 1930 ONLY 
SLIGHTLY OFF 


Less Than 1 Per Gent Below 
1925 Record 


New York, Dec. 26.— December 
volume of magazine advertising 
failed to measure up to the pace set 
by other months of 1930, and as a 
result, the total for the year fell 0.9 
per cent below the record-breaking 
volume of 1929: 

Magazine totals for six years, as 
reported by National Advertising 
Records: 

OO oo he Ba $201,854,000 
203,776,000 
185,204,000 
190,817,000 
177,447,000 


National 
showed a slight loss from previous 


farm magazines also 


years. Three-year totals: 

1930 $ 10,327,000 
ae 
1928 10,606,000 


Commercial lineage in state and 
sectional farm papers for December 
was 525,968. The commercial line- 
age figures from July to November, 
inclusive, show the following lead- 
ers in this field: 


Lines 

Wallace’s Farmer ...0.....::.cccccccces 209,404 
Farmer and Farm, Stock and 

Home 198,585 


Wisconsin Agriculturist............. 173,838 
Prairie Farmer 
Ohio Farmer 
Kansas Farmer 
Farm and Ranch 
Dakota Farmer 


Radio advertising for November, 
the last month for which complete 
figures are available, amounted to 
$2,576,000, a slight loss from $2,- 
674,000 for October. The total for 
11 months of 1930 is far ahead of 
any other complete year. The fig- 
ures: 


1930 (11 months)..................$24,071,000 
1929 18,729,000 
1928 10,252,000 


1927 (N. B. C. only) 8,760,000 

Money spent in national maga- 
zines in 1930 was divided as follows 
by divisions: 


(000 omitted) 
Drugs, toilet goods ..........................$35,267 
Foods, beverages 00.00.00... 80,870 
Automotive 21,348 


House furniture, furnishings 16,430 
Building materials 10,205 
Soap, housekeepers’ supplies 10,173 


Travel, amusement ....................... 8,036 
Cigars, cigarettes, tob4cco........ 6,866 
Miscellaneous. ............... 6,381 
Clothing, dry goods... 5,731 
Stationery, books ...00000........ 5,598 
Musical instruments, radio...... 5,528 
Lubricants, petroleum ................ 5,509 
Jewelry, silverware .................. 4,332 
Schools, camps, ete........................ 4,183 
Confectionery, soft drinks....... 4,172 
Sporting goods ................_ 4,063 
Insurance, financial ................... . 8,905 
Office equipment sone 3,142 
Machinery, Ct. ......ccneccosssscsesssnseee 8,066 
Paints, Ward ware -.....ccccccceoeo 2,556 
Shoes, trunks, bags........................_ 2,719 
Garden 1,763 


Each of the first six months of 
1930 showed a gain over 1929 mag- 
azine advertising, while a corre- 


sponding loss was registered in each 
of the last six. 


154,449,000 | 


Prohibition 
As Chief 


Seen 


Obstacle 


to Business Revival 


New York, Dec. 26—(By wire)— 
Prohibition has succeeded the 
tariff question as the most impor- 
tant factor in the return of good 
times, according to preliminary re- 
turns in the nation-wide survey to 
rebuild prosperity, which has been 
undertaken by The Sherman Cor- 
poration, management and business 
engineers. 

During the past week, more than 
20,000 questionnaires have been sent 
by The Sherman Corporation to out- 
standing executives in every trade 
and industry in the United States. 
The survey seeks to ascertain senti- 
ment as to just what factors will 
play the most important part in the 
revival of business. 

Returns have been received from 
about 2,000 executives, and com- 
pleted questionnaires are now being 
sent in at the rate of three to five 
hundred daily. 


New Point of View 

Considering that prohibition has 
always been a moral rather than 
an economic question, it is surpris- 
ing that repeal or modification of 
the Volstead Act is at the head of 
the list of the important factors 
business leaders believe will influ- 
ence the return of normal buying. 
This would apparently represent a 
right-about-face in the thinking of 
many business men who, previously, 
have considered prohibition as one 
of the reasons for America’s pros- 
perity. 


Nevertheless, prevalent opinion 


among the nation’s soundest and 
most prominent industralists is that 
repeal or amendment of prohibition 
is one of the most vital influences 
in a revival of normal prosperity. 


Probable Benefits 

It would, they say, present the 
aspect practically of a new indus- 
try; it would put a large number 
of men in new employment; it would 
use large quantities of surplus 
grain; it would produce millions in 
Government revenue, and it would 
result in a substantial reduction in 
direct taxation. 

The second most important factor, 
in the preliminary analysis of the 
first returns, is a revision of sales 
and merchandising plans to meet 
new competition and new conditions. 
Present markets are being closely 
scrutinized to ascertain whether 
correct selling methods are being 
used; new markets are being eagerly 
sought; the size of discounts is com- 
ing in for serious consideration; the 
place of the jobber in the distribu- 
tion picture is again in the fore- 
ground; in fact, the whole question 
of sales and distribution is the sub- 
ject of serious conferences among 
the directors of leading business 
corporations. 

Other factors ranked high by ex- 
ecutives who have expressed their 
opinion include amendment of the 
anti-trust laws, reduction of taxes, 
development of new products, re- 
duced operating costs and _ tariff 
adjustments. 


Mail-Order 


Houses 


Slash Their Prices 


Both Sears, Roebuck & Co., and 
Montgomery Ward & Co., Chicago 
mail-order giants, have slashed 
prices from 6 to 25 per cent below 
those of a year ago, their new 1931 
catalogs indicate. 

Montgomery Ward & Co. have 
also announced a policy of requir- 
ing only $1 down payment on radios, 
washing machines, typewriters and 
other lines until February 28. Every 
article listed in the catalog, with the 
exception of groceries, may be 
bought on the instalment plan. 

A new line announced by the 


Sears, Roebuck catalog is pre- 
shrunk work shirts. 
Sears, Roebuck quote automobile 


tires at 14.5 per cent below a year 
a 


go. 
Flat crepe silk is 40.8 cheaper; 


silks of all kinds have dropped an 
average of 27.5; all-wool blankets 
16.4 per cent lower; harness, 17.6 
per cent cheaper; copper boilers, 
21.4 per cent lower; barb wire, 6.1 
per cent cheaper; colored pongee, 
35.4 per cent lower; wool flannel, 
12.6 per cent cheaper; frock prints, 
20 per cent down; cretonne, 19.3 
per cent reduced; inner spring mat- 
tresses, 17 per cent lower; satellite 
sateen, 21 per cent lower; oil stoves, 
12.2 per cent less; sinks, 10.1 per 
cent less; flashlights, 13.3 per cent 
reduced; felt base rugs, 16 per cent 
down; underwear, 17.7 per cent 
cheaper. 


The company now pays the post- 
age on those items which it did not 
do in some other recent years. 


Lambert Sponsors Bobby Jones Talks 


St. Louis, Mo., Dec. 26—The Lambert Pharmacal Company will spon- 


sor a series of 26 weekly broadcasts 
14. Bobby will talk from 8 to 8:15 


by Bobby Jones, beginning January 
every Wednesday night. 


The golf king will intersperse his description of the proper way to 


make shots with stories about some 
participated. 


of the tournaments in which he has 


Hubbard Goes to Cleveland Agency 


Cleveland. O., Dec. 26—Frank G. Hubbard. vice-president of Batten, 
Barton, Durstine & Osborn, New York, will join Fuller & Smith & Ross 


January 1 in the same capacity. 


Mr. Hubbard has a background of 22 years in agency work. He has 


been identified with Barton, Durstine & 


operations January 1, 1919. 


Osborn since the agency began 


GOSSARD COPY 
REINFORCED BY 
DESIGNERS’ 0.K. 


Plan Forceful Campaign for 
New Year 


To lend further emphasis to its 
contention that every woman, re- 
gardless of the amount of charm 


Florence Smith 


conferred by Mother Nature, should 
wear a foundation garment, the H. 
W. Gossard Company, Chicago, will 
feature the endorsement of famous 
dress designers in its 1931 adver- 
tising. 

The new series will embody the 
distinctive and artistic illustrations 
which have been a hall-mark of 
Gossard advertising in the past. 
They consist of photo-menages, a 
composite photography, rather than 
straight photographs. 

Interesting photo-menages by 
Baron Demeyere, of Paris, have 
appeared in the editorial pages of 
Harper’s, but Gossard is one of the 
few advertisers who have adopted 
this technique. One reason is that 
the number of men qualified to 
handle it adequately is limited. 

Bertram Dorien Basabe, of Chi- 
cago, makes the Gossard illustra- 
tions. He is credited with being in 
the same rank with his Parisian 
rival. The unusual effects are gained 
by combining two or more negatives 
and etching the plate by hand. 


Greer Opens Series 

Gossard’s plan to build the 1931 
campaign around the endorsements 
of dress designers has aroused con- 
siderable enthusiasm among _ those 
approached. Howard Greer, of 
Hollywood, will be featured in the 
first piece of copy. He will be 
quoted as follows: 

“I prefer to design my frocks 
over Gossard foundations because, 
when the figure is at its best, I am 
inspired to create my best gowns.” - 

And the company will add, for 
itself: 

“Just as the famous designer, 
Howard Greer, creates his best de- 
signs over Gossard foundations, 
fashionable women appear at their 
smartest when they wear a Gossard 
moulding foundation under their 
frocks.” 

Miss Florence Smith, advertising - 
manager of the Gossard Company, 
has introduced the new note without 
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ADVERTISING AGE 


December 27, 1930 


disturbing the general style which 
identifies Gossard advertising at a 
glance. 

On the 1931 schedule are many of 
the papers which carried the 1930 
copy, including Harper’s Bazaar, 
Ladies’ Home Journal, Delineator, 
Cosmopolitan, Liberty, Red Book, 
Holland’s, Vogue and Photoplay. 
Additions to the list are McCall's 
Quarterly and Motion Picture 
Magazine. 

The company provides dealers 
with material for newspaper adver- 
tising. 

The agency is H. W. Kastor & 
Sons Advertising Company, of Chi- 
cago. 


Substitute Bulletin 


for Christmas Cards 


The largest Christmas card in the 
world has been painted on a bulletin 
occupying four stories of the build- 
ing at 42nd street and Fifth avenue, 
New York. 

The bulletin was substituted for 
individual Christmas cards by the 
Bowery Savings Bank, Emigrant In- 
dustrial Savings Bank and the 
Union Dime SaVings Bank, through 
the General Outdoor Advertising Co. 


Stensgaard Joins 


Speakers’ Bureau 

W. L. Stensgaard, retail sales 
manager for Montgomery Ward & 
Co., Chicago, has been added to the 
speakers’ bureau of the Advertising 
Federation of America, New York. 
He is available for addresses to 
clubs in Detroit, Albany, Baltimore, 
Kansas City, Minneapolis, Grand 
Rapids, Chicago, New York, Okla- 
homa City, Fort Worth and Denver. 


Handle Oil Account 


Barlow, Feeley & Richmond, Inc., 
formerly the Z. L. Potter Company, 
Syracuse, N. Y., is now handling the 
account of the Mills Petroleum Com- 
pany, of Syracuse, a subsidiary of 
the Purol Company. 


M. G. Troxell Dead 


Mark G. Troxell, managing editor 
of American Thresherman, Madison, 
Wis., died in that city December 20, 
following a heart attack. Mr. Trox- 
ell, who was 42 years old, was a 
graduate of the University of Kan- 
sas. 


GOSSARD’S NEW PHOTOGRAPHIC 
TECHNIQUE 


HOWARD GREER designs 
His Original Models 


over Gossard Foundations 


. 2), Uu hi Gossard four omen appear ot their smartest when 
(Z 2208 they wear a Go oundation under their frocks. The photo- 
; 
~ graph shows crepe and one of Gossard’s 
‘ “Mi ity” combinations of peach satin and lace. The diagonal “cross: 


f the strans that button 


The H.W. Gossard Ce., Divizion of Aucciated Apeorel industries, inc. Chicoge, New York, Son Froncisee, Oailas, Atianta, Londen, Tereato, Sydney, Buencs Acres 


7 


in back, mould the figure to fasnix tines 


McLennan Becomes 
Advertising Manager 


Effective January 1, C. M. Mce- 
Lennan will become advertising 
manager of Florida Grower, Tampa. 

Mr. McLennan, who is well known 
in Middle Western advertising cir- 
cles, was until recently ‘managing 
editor of the Florida Farm and 
Grove Section. 


u. FP. 


PANORAMA IN COLOR 


in The Big 4 Group— 


In the readers of The Big 4 Group of 
magazines THE UNION PACIFIC 
SYSTEM approaches a live-minded 
audience, stimulated by color adver- 
tising and active buyers once their in- 
terest has been aroused. There are more 
than 500,000 of them,—men and 
women of mature taste, attracted by 
the best on the market and able to buy 
quality products and services. 


Investigate the attention and buying 
ability of this half-million market— 
through color advertising at an eco- 


Advertising 


nomical group price. 


hei AGroup 
in the Quality Field 
Forum 


Golden Book 


55 FIFTH AVENUE, NEW YORK 


Review of Reviews 


World’s Work 


Baking Powder 
Case Dismissed 
by Commission 


Washington, D. C., Dec. 26.—The 
Federal Trade Commission has dis- 
missed a complaint charging the 
Royal Baking Powder Company with 
unfairly representing that its com- 
petitors’ products contained an in- 
gredient commonly known as alum 
and were unhealthful and dangerous 
to consumers. 

In dismissing the complaint the 
Commission announced that the com- 
pany has definitely abandoned the 
use of the practices charged, and 
has not used them since July, 1926. 

Further, the stock of the company 
was transferred to, and is now held 
by, persons who had no connection 
with or interest in the organization 
prior to September, 1929, and no 
connection with or responsibility for 
the practices charged. 

The Commission declares that “re- 
spondent in the hands of its present 
owners and officers has definitely 
adopted and continuously maintained 
a sales policy that includes none of 
the acts or methods charged to be 
unfair and unlawful,’ and _ that 
there is no probability of a renewal 
of such methods. 


Brooke, Smith & French 
Handle Graham Account 


The December 13 issue of ADVER- 
TISING AGE reported that Stair-Jor- 
dan-Bakev, Inc., Detroit, had ac- 
quired the Thomas Smith Press “to 
produce direct mail of the Graham- 
Paige Motors Corporation under the 
direction of Maxon, Inc.” 

W. Ray Baker, president of Stair- 
Jordan-Baker, Inc., says that the 
acquisition was merely a step in the 
growth of the two companies. He 
pointed out that the Graham-Paige 
account, including direct mail, is 
handled by Brooke, Smith & French, 
Inc., Detroit. 


Board to Meet 
The mid-winter meeting of officers 
and directors of the Southern News- 
paper Publishers’ Association will 
a at Chattanooga February 1 
and 2. 


F. W. Henkel Appointed 

F. W. Henkel has become Western 
advertising representative of Re- 
frigerating Engineering, New York. 
He will make his headquarters in 


RUSSIA GOOD 
CREDIT RISK, 
PETER THINKS 


Germany Shipping toU.S.S.R. 
on Consignment 


New York, Dec. 26.— Russia is 
just as good a credit risk as any 
other country, in the opinion of C. 
M. Peter, export manager of the 
Black & Decker Mfg. Co., Towson, 
Md., manufacturers of portable elec- 
tric tools. 

Mr. Peter, who has just returned 
from a prolonged visit to Russia, 
gave his views before the Overseas 
Automotive Club. 

“I had the opportunity of spend- 
ing some time in Russia, particularly 
in and around Moscow,” he said. 

“The U. S. S. R. was about the 
only country I visited in which there 
was absolutely no unemployment. I 
contacted peasants, laborers, skilled 
and semi-skilled workers and found 
them the most contented people in 
Europe. 

“While conditions under which 
they live would not satisfy workers 
in the United States, they represent 
a tremendous improvement over 
anything the Russians have had 
heretofore.” 


Program Will Succeed 

Mr. Peter said he believes the 
gigantic industrial program of the 
U. S. S. R. will succeed unless out- 
side interference develops. 

“During the past 18 months,” he 
said, “an intensive building program 
has been undertaken in and around 
Moscow. Fine modern business 
buildings and factories are going 
up in every direction. Attention is 
also being given to relieving the 
acute housing situation, which is due 
to the fact that approximately 
4,000,000 people are attempting to 
live in a city designed to take care 
of approximately 1,000,000. 

“Roads and streets are being 
paved in the most modern manner. 
The old buildings are being reno- 
vated and redecorated inside and 
out. The transportation problem is 
serious, but plans have been made 
for an adequate underground system 
which will probably correct this 
trouble. 

“With improved roads, there will 
be a material increase in trucks, 
busses, and motor cars, which will 
also relieve the transportation prob- 
lem. I visited a number of factories, 
some of them fully equipped and 
operating on schedule. The product 
they are turning out compares fav- 
orably with anything of a similar 
nature I have seen in any other 
country, including the United States. 


A Permanent Project 


“Expenses are not being spared 
in the cost of equipment. It is evi- 
dent that there is nothing temporary 
in any of the work now in progress 
or planned for the future. As many 
Russians expressed the matter, they 
are not thinking so much of the 
present five-year plan as they are 
the next two or three five-year 
plans. 

“T talked with many American 
engineers, some of whom have been 
far back in the interior and in the 
remote oil districts, and learned that 
they had experienced little trouble 
in regard to food shortage, even in 
these remote sections. They ex- 
plained that most of the trouble 
resulting in the food shortage was 
due to inadequate transportation.” 

Mr. Peter concluded with the 
significant statement that Germany 
is shipping tremendous quantities 
of goods to Russia on consignment, 
and suggested that the bear reports 
are being used as a smoke screen 
by Berlin. 


Davey Volume Up 
Volume of the Davey Tree Expert 
Co., Kent, O., for 1930 equalled that 
of 1929, although net profits were 
slightly lower, President Martin L. 
Davey announced. 


Chicago. 


Regular dividends have been paid. 


Standard Has 
28,000 Outlets 
in Tire Fight 


New York, Dec. 26.—The Stand- 
ard Oil Company of Ohio has fol- 
lowed the Standard of New Jersey 
and Standard of Indiana into the 
tire business and the Standards of 
California and Kentucky will shortly 
do likewise, according to The Busi- 
ness Week, which predicts, however, 
that tire manufacturers operating 
through independent dealers will put 
up a stiff fight. 

“The five Standards will put 
Atlas tires, manufactured in equal 
quantities by the United States Rub- 
ber Company and the B. F. Goodrich 
Company, for the Atlas Supply Com- 
pany, into approximately 28,000 
owned service stations,” reported 
The Business Week. 

“This is more than twice as many 
outlets as our largest chain store 
system—the A & P—can boast. 
They will also be able to stock many 
thousand outside stations on the 
Standard tank wagon routes. 

“Chain store history indicates that 
efficient independent tire dealers will 
come out of the battle with their 
positions improved; that many in- 
efficient ones will be eliminated. 

“But the independents are not 
merely waiting for history to repeat 
itself. Some are busy tightening 
their own competitive lines; others 
are talking organized resistance. 
Dealers in New York, New Jersey, 
and Connecticut will formulate pro- 
tests, plan a defensive at a meeting 
scheduled for January 7. Similar 
action is expected in other sections. 


Manufacturers Busy 

“Tire manufacturers outside the 
Standard setup will lend a hand to 
protect their sales. They are 
strengthening distributing organiza- 
tions, selecting dealers with greater 
care, improving dealer _ service 
habits, promoting the one-stop and 
the so-called super-service station as 
an investment opportunity with spe- 
cial inducements to attract capable, 
well-financed men to the field. 

“Mail-order houses are planning 
further price reductions on tires, 
hoping to make the price advantage 
offset their inability to offer service 
on their tires. With other competi- 
tors, they have got to buck the 
Standards’ unusual service guar- 
antee on Atlas tires: repairs free 
for 12 months on passenger cars, 
for 6 months on commercial vehicles; 
replacements, when necessary, made 
on an elapsed time basis. 

“And, after thus bidding for pub- 
lic confidence, the Standards have 
set out to stimulate sales still further 
by offering service station men a 5 
per cent sales commission on cas- 
ings, 10 per cent on tubes. Prices on 
Atlas tires are somewhat above cur- 
rent levels.” 

The Business Week shares the 
general belief that the tire business 
will come back strong in 1931, after 
a lean year. 

The Firestone Tire & Rubber Co., 
it reports, only broke even in 1930, 
in spite of owning 350 one-stop serv- 
ice stations. Goodrich also broke 
even. The Goodyear Tire & Rubber 
Company, which has a big outlet in 
Sears, Roebuck & Co., will be the 
only large manufacturer to show a 
profit. 


To Direct Conference 

The -Screen Advertisers Associa- 
tion has engaged De Loss W. Walker 
to direct the conference scheduled 
for New York January 28-30. Mr. 
Walker is a member of the speakers’ 
bureau of the Advertising Federa- 
tion of America. 


League to Move 
The New York offices of the Texas 
Daily Press League will move from 
369 to 370 Lexington avenue. The 
new telephone number will be Lex- 
ington 2-2854. J. A. Hinman is 
manager. 


Appoints O’Keefe 
The Jacobson Mantel & Ornament 
Co., New York, manufacturer of art 
stone mantels and lignoid compo or- 
naments, has placed its account with 
the New York office of the P. F. 


O’Keefe Advertising Agency. 


= (| 


Seotrtrwe Ose» 


— i) OO 


sf Ra pO Agate i SF a outed | i eR ae Se Ak eA nA Sole gk id eee Ok al Mamie yu le a petri Ng SAW Ce he ck ole ol) oN shai Nemes same eet oa 1) Sola nea Mee 9 ES Nae Raa Sante ee ame eo 
ee Pie a ; Ne Se a: “a ok ae ee € See PO awe on Ao ee ee ent eon ae ee a eae Ces eee aa | oe Phere es ae : ci e 
oes 2 eC ee 
aes 
| a 
at is "a 
Gia ee co 7 ™ a a a 
sais % mee sin ey a i = aoa | 
— mie 8 6 Jf 
a | ie ’ os - 4 bgt i e\ 
| af 1 teens 
| : : i y. ‘ Senn, diated tis a8 the m 
ig ~ ~ okay ralph aa | St 
‘ F } : — | eee | si 
So é - ee a et BNA) ccoien ceistrises wooncing of 
‘ie | ; 2 2 | 
| nino 
ea neha | fie 
eeennineee “ F ; | v 
Te | 
| | i ‘ | ™ 
| Seba joo | th 
| | a 
| - in 
| [) 7 . < is 
~ a 4 Geone eates his best de over 
| ti 
cl 
rater oo di 
PO] a g' 
Mf 6683 m 
err p 
" | a | 
! 
Po > 
| p 
ee. | a 
a 
| si 
ee tl 
tl 
is 
| 
| ji 
| t 
a 7 | oO 
il ss 
Pie h 
ah Po | t 
aes | a 
Nida c 
| c 
: | Vv 
| 
| ti 
n 
ee b 
} n 
a 
d 
1 
Ss 
a 
| a 
fi 
4 
Pp 
c 
jE t 
pT : 
a 
eC 
| eS | (Se | 


oe 


December 27, 1930 


ADVERTISING AGE 


POOR SALESMEN 
BIGGEST WASTE 
IN MARKETING 


Market Analysis Will Reduce 
This Leak 


St. Louis, Mo., Dec. 26—‘For 
every dollar wasted in advertising, 
ten dollars are wasted by poor sales- 
men.” 

This was one of the statements 
made before the Advertising Club of 
St. Louis by Marshall Adams, as- 
sistant general advertising manager 
of the Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa. 

Mr. Adams discussed the market- 
ing of electric ranges. He said that 
salesmanship is paramount in this 
field, among many others, and that 
Westinghouse, while not relaxing 
advertising effort, is placing more 
emphasis on the training of sales- 
men. 

“Quick thinking, which will enable 
the salesman to meet objections as 
they are advanced, is one requisite 
in salesmanship,” he said. “Another 
is energy. The two make an almost 
irresistible combination. 

“Perhaps you have heard of the 
two frogs who fell into a crock of 
cream. One struggled feebly and 
drowned. The other fought to such 
good effect that on the following 
morning he was found triumphantly 
perched on top of a jar of butter.” 


Little Market Analysis 


Out of 20,000 products on the 
market, only 10 per cent are sup- 
ported by the proper kind of market 
analysis, Mr. Adams said. This is 
another reason why many salesmen 
struggle ineffectively. They haven’t 
the necessary facts on which to base 
their efforts. 

He said that too much advertising 
is written by men lacking in sales 
-xperience. The advertising does not 
appeal as logical to the men doing 
the selling. 

“It is like the man who arose on 
judgment day in answer to Gabriel’s 
trumpet,” said Mr. Adams. 

“He paused to read the epitaph 
on his tombstone, scratched his head 
and commented: ‘Either the man 
who wrote that didn’t know me, or 
I’m crawling out of the wrong 
hole.’ ” 

Mr. Adams listed the five essen- 
tials of a merchandising campaign 
as follows: 1, product analysis; 2, 
market analysis; 3, choice of mer- 
chandising plan; 4, salesmen _ re- 
cruiting and sales training; 5, ad- 
vertising. 

His product analysis on the elec- 
tric range indicated that it costs 
more than other methods of cooking, 
but is cleaner and safer. A house 
must be wired for it. The price is 
above the average of other cooking 
devices. 


Acceptance Varies 


Market analysis shows that home 
owners are the chief buyers. In 
some communities, acceptance runs 
as high as 70 per cent, though the 
average is considerably below this 
figure. 

The merchandising plan must in- 
clude time payments, to meet com- 
petitive conditions. 

Electric range advertising should 
chime in with that of other elec- 
trical products, he said, helping to 
sell the family as well as the indi- 
vidual item. 

The good salesman shows the 
housewife that the current may be 
turned off 20 minutes before the 
meal is to be ready, if economical 
operation is desired. In any event, 
the cost of cooking by the electric 
range is but one cent a day greater 
than by any other method. Safety 
and the lack of dirt are clinching 
arguments with many housewives. 


Offer Type Service 
Advertisers Typographic Service 
has been formed in San Francisco, 
Cal., by June Mickens and Don Sooy, 
formerly of Lord & Thomas and 
Logan. 


TELLS HOW TO SELL 
ELECTRIC RANGES 


Marshail Adams 


Unions Reject 
Moratorium on 
Wage Increase 


New York, Dec. 26—Local print- 
ing unions have rejected the pro- 
posal of the Printers League Section 
of the New York Employing Print- 
ers Association that the wage in- 
crease of $1 per week due January 
1 be held in abeyance for one year. 

As a result, the increase, amount- 
ing to $700,000 a year, which must 
come out of the pockets of adver- 
tisers, will take effect as originally 
scheduled. 

Special meetings were held by the 
unions to give members an oppor- 
tunity to vote on the employers’ 
proposal. The moratorium was de- 
feated in this vote. 

F. N. Rodman, president of the 
League, wrote the unions, pointing 
out that business conditions do not 
justify an increase, in spite of the 
existing contracts, and that a tem- 
porary surrender of their rights 
would not affect another increase 
due January 1, 1932. 


To Join Blaker 


Atherton Pettingell will become 
an account executive with the 
Blaker Advertising Agency, New 
York, on January 1 

Blaker has announced it will han- 
dle the following new accounts Jan- 
uary 1: 

Tompkins-Kiel Marble Co., New 
York; H. E. Fletcher, Co., granite, 
West Chelmsford, Mass.; Federal 
Seaboard Terra Cotta Corp., New 
York; William H. Lutton Co., manu- 
facturer of greenhouses, Jersey City, 
N. J., and Culver (Ind.) Military 
Academy. 


Harrison Elected 
by Agate Club 


C. J. Harrison, Photoplay, was 
elected president of the Agate Club 
of Chicago December 22. H. E. 
Cole, American Magazine, was 
elected vice-president; Harry Town- 
send, Doubleday, Doran & Co., sec- 
retary; John Badger, McCall's 
Magazine, assistant secretary, and 
Thomas Verschuur, Frank A. Mun- 
sey Company, treasurer. 


Munising Picks Bates 

The Munising (Mich.) Paper 
Paper Company, manufacturer of 
Caslon Bond, has placed its adver- 
tising with Charles Austin Bates, 
Inc., New York, effective January 1. 

National magazines, business 
papers and direct mail will be used. 

Donald Hough is in active charge 
for Munising, in the company’s sales 
headquarters at Chicago. 


C. E. Allen Promoted 


Claxton E. Allen, former South- 
western manager for the Westing- 
house Electric & Mfg. Co., East 
Pittsburgh, Pa., has become a com- 
mercial vice-president. 

Mr. Allen will co-ordinate dis- 
tribution activities of all Westing- 
house divisions serving the house- 
hold market. 


New Nast Director 
Conde Nast Publications, New 
York, has a new director in Sidney 
= Weinberg, of Goldman, Sachs & 


No, 42 of a Series 


ln, a very few days now the 
newspapers will blossom with 
the annual business forecasts. 
What will the year 1931 mean to 
business? There will be surveys 
prepared by corporation heads, 
bankers, economists and vari- 
ous public relations gentlemen. 
We are pained to point out 
that there will be the customary 
amount of hooey disseminated 
by the same forecasters who have 
brought discredit to the fore- 
casting guild by their failure to 
judge the duration and severity 
of the unpleasantness of 1929. 
But we are glad to be able to 
inform you that there will be 
many forecasts worth watching 
this year. We speak with such 
dogmatism because we are sup- 
ported by S. Palmer Harman 


who writes the monthly financial 


article for Scribner’s and has 


Come back, 


dear Business- 


all is forgiven! 


prophesied as much in his Jan- 
uary paper. 

Instead of nice general words 
about market reaction, gold re- 
serve, and public participation, 
this year (says Mr. Harman) we 
shall hear a bit more about such 
simple matters as dollars, tons 
and barrels. If Mr. Grace, for 
example, announces that orders 
on the books of Bethlehem Steel 
are increasing, he is justified in 
saying that business is picking up. 
If a prominent banker states that 
his customers are paying off long- 
standing loans, he may be ex- 
cused for turning a few double 
flip-flops and declaring that busi- 
ness is on its way back. 

Mr. Harman writes on these 
things in his January article and 


ties them up with that question 


CRIBNER'S | 


which is giving us all nightmares: 
Is present depression temporary 
or permanent? We have always 
had recurrent periods of pros- 
perity and depression, but there 
are prophets to tell us that we 
are to have nothing but depres- 
sion for many sad years to come. 
Mr. Harman goes into the pos- 
sibilities of this in the usual clear, 
sensible style which has made 
his monthly papers so popular 
with Scribner's readers—readers 
who are customers for securities 
not only in boom years but in 


such times as these. 


JANUARY 


Production of 


Radios Gains 
62 Per Cent 


Washington, D. C., Dec. 26.—Pro- 
duction of radio equipment and 
phonographs in 1929 was worth 
$439,961,000 f. o. b. factory, as com- 
pared with $270,497,000 in 1927, the 
Bureau of the Census reports. 

Phonographs, including dictating 
machines, fell from $42,825,000 in 
1927 to $20,559,000 in 1929. Combi- 
nation phonographs and radios in- 
creased from $6,416,000 in 1927 to 
$22,193,000 in 1929, the number 
made in the latter year being 
152,106. 


Figures on radio receiving sets, 
not including tubes, showed a pre- 
ponderance of 7 tubes and more. 
Production of this class numbered 
4,000,494, valued at $195,926,000. 
Production of 6 tubes and fewer 
was 637,921, $31,264,000. Others, 
not reported by size, numbered 299,- 
684, $23,410,000. Other sets valued 
at $472,000 completed the record in 
this division. Comparable figures 
for other years are not available. 

Value of transmitting sets in- 
creased from $2,233,000 in 1927 to 
$5,788,000 -in 1929; loud speakers, 
from $18,838,000 to $30,279,000; 


transformers, from $5,447,000 to 


$9,478,000. 

Radio accessories and parts, such 
as amplifiers, power packs, etc., in- 
creased from $54,591,000 in 1927 to 
$57,027,000 in 1929 and production 
of phonograph parts and accessories, 
increased from $31,781,000 to $34,- 
128,000. 


Publisher of 
‘Prairie Farmer’ 
Buys Another 


Burridge D. Butler, publisher of 
Prairie Farmer, Chicago, has pur- 
chased the Illinois Farmer, of Chi- 
cago, which now ceases publication. 


Under the new arrangement, 
Prairie Farmer will issue Indiana 
and Illinois editions, which may be 
bought separately or in combination. 

Existing combination rates of the 
Wisconsin Agriculturist and Farmer, 
Racine, and the Illinois Farmer, will 
be discontinued. 


Existing advertising contracts on 
the books of the Illinois Farmer and 
Prairie Farmer will be fulfilled. A 
new rate card has been issued by 
Prairie Farmer, however, effective 
at once for advertising to run after 
January 1. 


Dalton Writes 
New Volume on 
Salesmanship 


New York, Dec. 26.—Edward F. 
Dalton, of Artemas Ward, Inc., 
advertising agency, is the latest 
advertising man to become an 
author. Mr. Dalton’s book, “Selling 
Yourself,” is described by the 
author as “full information for the 
beginner and reminders for the old 
timer who has forgotten.” 


One of its features is reproduc- 
tions of letters written by a number 
of outstanding business leaders on 
how to get ahead. In this list are 
William Wrigley, Jr., F. Edson 
White, James Simpson, Charles M. 
Schwab, Louis K. Liggett, and 
others. 

“Selling Yourself” is fresh from 
the presses of the Ripton Company, 
Inc. 


To Open New Home 
The Aetna Life Insurance Com- 
pany and affiliated companies will 
open their new home office building 
at Hartford, Conn., on January 1. 


Occupy New Home 
The Daily Olympian, Olympia, 
Wash., has occupied its new $30,000 
business home. 


Ee Seam Oa aS a 
. = ene Sef - 


es b= aaa oe a Pe a = i phe a : Ee SE toe bi SN heaag® Pea : os me a, coe io ch are a pe Rss : be ae a aA eat Te Xe ee oe ‘ Beal Mire: Eee = 7 <8 am leat e vs wt G p> — ha sa us : Lowe ‘ 
‘ pre Hs : ey 3 ‘ ‘ 7 er 7 ; . ewe : 4 - = 5 Fr : 3 one reer ‘ oe —<— ee ‘ 
Pp ee ) 3 a 
7 
SSS nnn... nn sss __.:.sS_SO : 
Po 
; a 1”: 
fe has: a Ae 
d poem F : i f | q 
t; ’ —_— ‘pe " mm 
| - o ’ ae Lp oo e. c | 
J ; bl a a . mm 
ae _ — 
ve Pe ¥ _ P ‘ Be ; C | ; 
: it ee ee | 
te) ? ee i 
, a. f | 
Per -00 —— 
a, . ol Bawa ; 
or os cay 
: - me | | . Po 
ane or 
soar ia pee a : 
1 a A ene Ae, ee ma 
af ee Se - 
Se ee ae ae f, ; 
J 
' | PC _ 
> q 
t SSE AAA EERE TONE 
SS 
l 
' | | 
. { 
| Pp 
t 
t - a 
4 
S : 
y 
. 
4 
r 
be 
e 
0 Pe 
> ee 2 
r a Folia 
e 
d 
Ss 
— 
> 
-9 
d | 
3 j : 
e 
e 
s 
, _ a a 
n oe 
5 kee Bas. : 
)- . sia hs . ee se iy 
hs eee eee he ee 
° en ee oe 
1 geen ae he, 
5 ee gee ae Regge 
“d ‘ ee ay Ere ic £3 "i ; eer y * . oe 
. TERS eM Ree 4 
fo 5 : 
} sei. 
le ——_—SXSXSX—X—X—X—X—X—X—X—X—X—_—SOXlOOO———————————— — —= — = 
of ee | 
: live 
hes | 
0, 
V- 
ce | | 
er ; ll — | 
in 
1e 
a ee | aa 
a- 
er : 
ed 
if —"s 
rs’ i 
: a 
ym 
he | 
‘X- | 
is | ; 
| J 
=e pe 
nt Niel a ay oy 
rt enn Besar emets 
yr 
ith 
F. 
’ | | 


ADVERTISING AGE 


December 27, 1930 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago - - - - 


New York Office, Graybar Bldg. - - 
G. D. CRAIN, Jr., 
President and Publisher 
E. KEBBY 
Secretary 


Tel. HAR. 7504 
Tel. MOHawk 4-1572 
A. J. FEHRENBACH, 
Vice-Pres. and Eastern Manager 
R. T. SANFORD, 
Assistant to the Publisher 


Advertising Representatives 
BRYAN MACK, 287 Peachtree St., Atlanta, Phone Walnut 7194 
ROY M. McDONALD, 703 Market St., San Francisco 
W. E. DUNSBY, New York 


MURRAY E. CRAIN, Managing Editor. 


HAROLD MONAHAN and J. 


A. MARTZ, Associate Editors. 


HAROLD F. PODHASKI, New York; LEE L. ROBINSON, Washington. 


Correspondents in All Principal Cities 


Vol. 1, No. 51 CHICAGO, DECEMBER 27,1930 5 Cents a Copy, $1 a Year 


Advertising and the Investor 


In spite of all that has happened 
on Wall street, there is still a mar- 
ket for securities, and it is still nec- 
essary to consider financing business 
through capital supplied by the 
public. Hence in the plans of every 
corporation of size there is the nec- 
essary consideration of making 
friends with investors. 

From this standpoint it is inter- 
esting to note that analyses of the 
positions of manufacturers, finan- 
cially, are nearly always accom- 
panied by a statement of their 
advertising policies, if they are 
using advertising as a part of their 
marketing programs. In the discus- 
sions of the prospects of companies 
whose securities are listed on the 
exchanges, there is frequent refer- 
ence to the fact that their products 
are nationally advertised. 

This demonstrates that the finan- 
cial world, as well as business at 
large, appreciates the value of ad- 
vertising. Its emphasis by those 
who are experts financially means 
that investors are gaining a larger 
appreciation of the stability which 
comes to the company which accom- 
panies sound management and man- 
ufacturing with the sort of aggres4 
sive merchandising indicated by a 
consistent policy of advertising. 

This need not be a major objective 
of advertising, but it is certainly a 
valuable by-product. Sound mer- 
chandising uses advertising as a 
means of stimulating the demand 


for goods, and building good-will for 
brand names. If at the same time 
the advertising accomplishes the 
worth-while purpose of building 
such good-will for the company as 
to make its securities as well as its 
products more acceptable to the 
general public, then the advertiser 
enjoys an extra value of conse- 
quence from his expenditures. 

The cynic may say, of course, that 
in boom times the public will buy 
anything, and that in depressed 
periods no security sells for what 
it is worth. Yet an examination of 
the list traded in on the “big board” 
and elsewhere discloses that stocks 
which are still selling at prices as- 
suring only a conservative yield on 
the current investment, and which 
therefore may be regarded as pre- 
mium issues, are mainly those of 
companies belonging in the well- 
recognized group of regular, year- 
in-and-year-out national advertisers. 

In order to make the impression 
which counts with investors, as well 
as with the public which consumes 
the advertiser’s products, it is nec- 
essary that advertising be more 
than an occasional gesture. The 
analyst of business policies is not 
impressed by infrequent use of pub- 
licity, any more than the consumer 
is; and if the end to be gained is 
the good-will of both users and in- 
vestors, then regular and persistent 
advertising, regardless of current 
ups and downs, is necessary. 


Circulations and Space Buyers 


There is no advertising subject 
about which more is said than cir- 
culation. Furthermore, there is ne 
subject regarding which there are 
more different views and opinions. 
The variation is due in considerable 
measure to the fact that advertisers 
who discuss circulation have differ- 
ent requirements and hence differ- 
ent ideas in mind. 

It is difficult to generalize about 
circulation, and comparatively easy 
to determine the circulation re- 
quirements of a given account. 
There are so many mediums avail- 
able today, offering such a great 
variety of circulation, supplying 
every need as to quantity, location, 
buying power, vocational character, 
etc., that when one gets down to the 
practical details of a specific prob- 
lem, the answer can readily be 
found. 

Mistakes in choosing mediums are 
frequently made because someone 
has attempted to generalize, or to 
draw sweeping conclusions from an 
individual experience. Generaliza- 
tions are dangerous, and nowhere 
more dangerous than in this field, 
for the reason that the advertising 
requirements of one account may be 
very different from those of the 
next. Thus each campaign becomes 
an individual problem, in which ex- 
perience guides, but in which the 
answer is based on experience modi- 
fied by the variables in the current 
problem. 

Take, for example, the use of the 
word “quality” in describing cir- 


culation. Usually it suggests “char- 
acter” or “kind,” but one is fre- 
quently puzzled as to what is meant 
when the first term is employed. 
Technical quality relates to the man- 
ner of obtaining circulation; while 
quality from the standpoint of the 
advertiser relates to its suitability 
for his own special purposes. Yet 
how often is the term used without 
definition as to which is referred to! 

Furthermore, because the require- 
ments of advertisers vary, circula- 
tion which is of the highest “qual- 
ity” or suitability for one may not 
be worth while for another. If one 
man’s meat is another man’s poison, 
it is evident that advertisers need 
to be careful in deciding that what 
agrees for one _ will necessarily 
agree with another. It all depends. 

All of this simply means that buy- 
ing space, based on circulation, is a 
job for an expert instead of an 
amateur. Yet all too frequently one 
finds the amateur on the job, trying 
to apply a ready-made yard-stick to 
all mediums, and glibly referring to 
the “quality” of one against another 
without making the necessary dis- 
tinction as to advertising require- 
ments. 

One of the weakest spots in the 
business of advertising is space buy- 
ing, and it will continue weak until 
agencies and advertisers give the 
job to those who have adequate ex- 
perience, together with the intelli- 
gence to use that experience in solv- 
ing the varied and varying prob- 
lems of the advertiser. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


197. The Lord of Telephone Manor. 

Believing a comparison of the 
number of residence telephones to 
population offers a valuable index to 
consuming power, the Literary Di- 
gest, New York, has published a 
convenient little book of 550 pages 
giving the distribution of 11,311,391 
telephones by 683 retail shopping 
areas, and other useful data based 
on telephone statistics. Included is 
an occupational analysis of the pub- 
lication’s circulation. 


198. Where the Wholesaling Is 
Done. 


If an advertiser in the automotive 
field should want to know what per- 
centage of the total business a job- 
ber in Bessemer, Ala., should de- 
liver, he can find the answer in this 
70-page booklet published” by Motor, 
New York. It is a study of the 
relative importance of distribution 
points for the automotive industry. 
A map shows 25 wholesale centers 
where 41.19 per cent of distribution 
in this field is effected. 


199. As They Like It. 


A brochure of excerpts from read- 
ers’ correspondence, edited by The 
Business Week, New York, in such 
a way as to tell the story of the 
magazine and to show the interests 
of the business executives who are 
readers. 


200. Sales Manual. 


A sales manual, prepared by Cap- 
per’s Farmer, Topeka, to show how 
much spendable income is available 
each year in the agricultural com- 
munities of the Mid-West. One fact 
indicated is that 37.3 per cent of the 
retail business in towns of 10,000 to 
25,000 population originates with 
the farmer, the percentage increas- 
ing to as much as 70 per cent in 
smaller towns. 


201. Standard Market Survey Form 
—‘Furniture Index.” 

This brochure contains informa- 
tion regarding policies, editorial 
scope, circulation, etc., of Furniture 
Index, and statistics on the distribu- 
tion and character of retail furni- 
ture dealers. A table shows the per- 
centage of dealers stocking various 
house furnishing lines. Published 
by the Furniture Publishing Cor- 
poration, Jamestown, N. Y. 


202. Circulation by Counties. 


The annual presentation of cir- 
culation by counties of each of the 
six leading women’s magazines by 
McCall’s, New York. 


203. Marketing Survey of 29 Typi- 
cal Small Towns. 

This booklet presents a study of 
marketing conditions in towns of 
less than 2,500 population, removed 
from metropolitan influence. The 
survey inquires into sizes of fam- 
ilies, ages and occupations of family 
heads, standards of living, brand of 
automobiles and radios owned, etc. 
Another section shows the demand 
for brands in grocery stores, drug 
stores and garages. Published by 
Grit, Williamsport, Pa. 

173. Iowa Grocery Jobbing Terri- 

tories, 1930. 

This is an unusually interesting 
graphic presentation of the opera- 
tions of 24 food distributors, show- 
ing the counties in Iowa in which 
they are active. Should be helpful 
to advertisers interested in food 
distribution. Issued by the Des 
Moines Register and Tribune. 


194. The Marketing of Store Equip- 
ment and Supplies. 

This booklet by Retailing indi- 
cates that the big market for store 
equipment is among department 
stores with annual net sales of more 


(Continued on Page 11) 


IF THE MEN TALKED LIKE THE 
ADVERTISING 
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—New York Telegram 


“Why don’t you and the wife run over for a little bridge 


this evening?” 


“All right, Bill, we'll be there at 7 :32%%.” 


Voice of the Advertiser 


Basis for Gobel’s 


Beer Advertising 

To the Editor: We should like to 
reply to the editorial, “Monkeying 
with the Prohibition Buzz-Saw,” 
which argued so strongly ’against 
the “Bring Back Beer” campaign 
which we prepared for Adolf Gobel, 
Inc. 

We do not hold that a similar 
campaign would necessarily be ad- 
visable for national advertisers or 
that it would be generally appli- 
cable. The Gobel campaign was pre- 
pared to fit a special case. 

Adolf Gobel, Inc., is a house which 
has been built up by German-speak- 
ing folk, both within and without 
the organization. Also, the approp- 
riation was a small one. It had to 
carry a big burden, even though its 
function was to sell Gobel branded 
products only in New York and its 
environs. 

We did not consider that any 
moral issue was involved, having in 
mind the words of President Hoover: 
“If citizens do not like a law, their 
duty as honest men and women is 
to discourage its violation; their 
right is openly to work for its re- 
peal.” 

That, we believed, is as applicable 
to companies as to individuals. 

While the campaign was unusual, 
we were convinced that it was as 
legitimate as any other device to ob- 
tain reader interest. Many a pretty 
girl has been hauled into advertise- 
ments with vastly less tie-up with 
the subject than beer has with the 
Gobel products. 

From the trade’s point of view, it 
was an excellent campaign. Sales- 
men and dealers have become fed up 
with advertisments which promise 
big results. Here was something 
concrete and understandable, touch- 
ing an interest close to the men who 
sell Gobel’s products. They got the 
feeling that the company was be- 
hind them in an affair of the great- 
est importance, in addition to the 
fact that it was spending its money 
to call attention to its wares. 

They welcomed it, while there 
were fewer than a dozen protests 
from the public. 


The fact remains that no matter 
what is said about prohibition being 
a controversial issue, the public to 
which these advertisements were ad- 
dressed is overwhelmingly wet, and 
it seemed to feel there was a legiti- 
mate story in the Gobel campaign. 
Finally, there was nothing offensive 
to the public in the advertisements. 
Gobel, did not, for instance, advo- 
cate the return of the saloon. It 
merely stated it was in favor of 
healthful beer as a beverage, that it 
was opposed to “poison booze.” 

Who can cavil at that point of 
view? 

ToM REVERE, 
Benton & Bowles, 
New York. 
* + * 
Another Viewpoint 

To the Editor: Maybe, now that 
the Government has decided to omit 
the poison, the New York meat 
packer will be able to tempt the 
public by talking about his de- 
licious foods instead of appealing to 
a baser appetite. 

ALVAH BUSHNELL, 
Jenkintown, Pa. 
* + * 


Fateful Error Made 


As Editor “Unlaxes”’ 

To the Editor: Thank you for 
the notice of my book, “Rebecca the 
Wise.” 

I was interested to see that the 
Amos and Andy influence has spread 
to ADVERTISING AGE. Anyway, I ap- 
preciate your “rescribing” the book. 

JOSEF ISRAELS II, 
Publicity Associates, 
New York. 


* * *” 


Wants Mailing Lists 

To the Editor: I am frequently 
in the market for mailing lists of 
such a character that the average 
company doesn’t handle them. 

I have been successful in loeating 
one specialist, Henry Jacobs, of Chi- 
cago, whose slogan is “Compiler of 
Hard-to-Get Mailing Lists.” I am 
anxious to know of others doing 
similar work. 

A. C. Voss, 
Ionia, Mich. 
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ADVERTISING AGE 


Issue Directory of 


Transport Lines 


The initial issue of Motor Carrier 
Pocket List has been issued by the 
Carrier Press, Chicago. The new 
volume lists every motor transport 
line in the United- States, with its 


operating characteristics, official 
personnel and a register of its 
equipment. 


Institute Aerial 
Fish Shipments 


Aerial shipments of fish have 
been instituted in Canada. Six hun- 
dred pounds of whitefish caught in 
the far North were brought to 
Prince Albert by plane last week. 
American markets will also be 
served, it is said. 


No. 25 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


HE architect stands in 

much the same relation to 
you who are about to build 
as does the lawyer to his 
client. He is retained by you 
and paid by you. It is your 
interests that he safeguards 
throughout the project. And 
yet the position he occupies is 
a curiously judicial one, as 
between you, the owner, and 
your contractor. In questions 
at issue between the two he is 
the judge as to what is fair 


to both. 


The architect, of course, is not 
a contractor. He does not buy 
materials, he does not guaran- 
tee costs, nor has he any finan’ 
cial interest in the building 
operation or in the materials 
that go into it. He is your 
advocate, paid by you and 
looking out for your interests 
in an operation that is far 
more technical and complex 
than the average case in court. 


We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone 
who is interested. Please en- 
close a self-addressed stamped 
envelope. 


‘Ci, Ais Ses 


Publishers of 


ARCHITECTURE 


— the professional journal —and 
of books on architecture 
Audit Bureau of eireulations and the Associated 
Rusiness Papers, Ine. 


’ CHARLES SCRIBNER'S SONS J 
] 597 FIFTH AVE., NEW YORK } 
| Please send without charge a copy of a 

| «This Man the Architect 
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CARNATION MILK BORROWS A LITTLE THUNDER 


Three-fourths of the Carnation Company’s eight-horse draft team, which is touring the 
Southwest, following the International Live Stock Show in Chicago. Carnation jobbers are 


providing local advertising at each stand. One wag suggested the name should be changed to 
“Reincarnation Company.” 


OLD TRADITION 
PROVED WRONG 
BY CANADA DRY 


Does 40 Per Gent of Volume in 
Winter 


New York, Dec. 26.—Maybe some 
one who doesn’t know anything 
about it can do it better. That is 
the suggestion of P. D. Saylor, presi- 
dent of Canada Dry Ginger Ale, 
Inc., who came into the beverage 
industry nine years ago without 
knowing that ginger ale is strictly 
a seasonal item, and proceeded to 
prove that it isn’t. 

“We had neither prejudices nor 
opinions beyond the belief that a 
beverage could be merchandised in 
the same constructive, intelligent 
manner that shoes, breakfast foods 
and automobiles were being mer- 
chandised,” said Mr. Saylor in the 
“Executives Service Bulletin,” pub- 
lished by the Metropolitan Life In- 
surance Company. 

“We started off on April 23, 1923, 
by doing something which was un- 
heard of in the beverage industry— 
using full pages in color and in 
rotogravure in metropolitan news- 
papers to advertise ginger ale. 


No Work for Salesmen 


“In three months we were giving 
our salesmen periodic vacations be- 
cause our factory could not keep 
pace with the demand. In six 
months we were telling jobbers in 
Texas, Oklahoma and California 
that we were not at the moment in 
a position to make distributing 
arrangements in their territory. Yet 
we had not spent a penny in adver- 
tising outside of New York. 

“Our new plant at Hudson, N. Y., 
was ready in September, 1923, at 
the time of year when beverage 
manufacturers customarily experi- 
enced so serious a decline in demand 
that they practically ceased produc- 
tion except to build up reserve 
stocks for the next summer.” 

Mr. Saylor explained that the 
prospect of seasonal inactivity was 
highly undesirable, involving labor 
turnover and complicating the com- 
pany’s problem of utilizing its new 
plant to capacity. To do this re- 
quired that sales in the territory 
then covered must be seven times as 
large as they had previously been. 

“We were confronted with the 
problem of whether or not to go 
contrary to the practice and advice 
of experienced beverage manufac- 
turers,” he said. 

“Where competitors had contrib- 
uted to this seasonal desire on the 
part of the public by stressing the 
refreshing and cooling qualities of 
ginger ale, Canada Dry had em- 
phasized an appeal of another type. 

“Rather, it had pointed out the 
unique flavor and appearance of the 


product and its value as a beverage 


130,000 Americans 
Visit Great Britain 


Washington, D. C., Dec. 26. 
—About 130,000 Americans 
visited the United Kingdom 
during the first nine months of 
1930, a gain of about 3,000 
over 1929. The total number 
of foreign visitors was 385,000. 

About half of the total num- 
ber of Americans came over in 
the third quarter of the year, 
with July as the most popular 
month. 


for the home and for entertaining. 
Since the greater part of social 
entertaining took place during the 
cold months, it seemed reasonable 
that we could stimulate sales in 
winter. 


Setting Precedent 


“Accordingly, we initiated an ad- 
vertising campaign in November, 
1923, a full roto page immediately 
preceding the Thanksgiving holiday. 
The illustration depicted a group of 
people drinking a holiday toast in 
Canada Dry ginger ale, conforming 
with a headline which read: ‘Lift 
the Glass and Drink a Toast in the 
Aristocrat of Ginger Ales.’ 


“Consistently for the next five 
winter months, similar full-page ad- 
vertisements appeared in New York 
newspapers. All retailers were given 
counter cards, window displays and 
other dealer helps during this 
period. 

“Where, in October, 1923, sales 
had declined about 200,000 bottles 
from September sales, November 
sales topped those of any preceding 
month. Sales in December equalled 
those of August and the January, 
1924, sales exceeded those of the 
summer month of July by 225,000 
bottles. In March, 1924, sales were 
twice as large as those made in any 
one month, 

“This accomplishment, of course, 
proved the fallacy of subscribing to 
what previously had been the uni- 
versal belief that ginger ale could 
be sold—and enjoyed by the con- 
sumer—only during the four hot 
months of the year. Sales, distribu- 
tion, advertising have expanded 
greatly since that experimental year. 

“A careful analysis of the poten- 
tial market and of sales attributable 
to winter advertising campaigns 
convinces us that, provided an 
aggressive and sustained advertising 
and selling campaign is maintained, 
about 40 per cent of the total yearly 
sales volume falls in the six months 
period from October to March, in- 
clusive.” 


Photographers in 
Big Amalgamation 


Acme Newspictures, Inc., New 
York, has bought Pacific and Atlan- 
tic Photos, Inc., and completed an 
arrangement whereby the United 
Press will co-operate in the gather- 
ing of news pictures. 

Fred S. Ferguson is president of 
both Acme Newspictures and the 
Newspaper Enterprise Association. 


Complete Plans 
for Four -Hour 


G.M.C. Program 


New York, Dec. 26—Final ar- 
rangements have been perfected for 
the four-hour broadcast of General 
Motors Corporation over the Na- 
tional Broadcasting Company net- 
work New Year’s Eve. The pro- 
gram will start at 11:30 New York 
time and run until 3:30. 

Features will be picked up in New 
York, Chicago, Denver, Los Angeles 
and San Francisco. 

The festivities will begin with a 
broadcast of Horace Heidt and his 
Californians from the Hotel New 
Yorker. At midnight, the micro- 
phone will give listeners the chimes 
from Trinity Church, and noises 
from the streets of New York. Vin- 
cent Lopez, from the St. Regis, and 
Smith Ballew, from Falzman’s Res- 
taurant, will complete the New York 
angle. 

Shifting to Chicago, the micro- 
phone will listen in on Spitalny’s 
orchestra at the Edgewater Beach 
Hotel, Johnny Hamp at the Congress 
and Paul Whiteman at the Gran- 
ada cafe, before shifting to the N. 
B. C. studios on the Merchandise 
Mart to pick up the city’s greeting 
to the New Year. 

Hopping to Denver, the tin ear will 
pick up Scheurman & Delavergue’s 
orchestra at the Denver Athletic 
Club, and at midnight relay the 
chimes from the Cathedral of the 
Immaculate Conception. It will jump 
to the Cosmopolitan Hotel and 
Jimmy Joy and his orchestra before 
moving on to Los Angeles. 

The program at Los Angeles will 
be confined to the Ambassador Ho- 
tel. The final stop will be at San 
Francisco, beginning with the city’s 
New Year celebration, as heard 
from Fifth and Market streets. Then 
the N. B. C. studios will be visited 
for the Vagabonds’ orchestra. The 
final features will be broadcast from 
the Palace and St. Francis hotels. 

Owing to the multiplicity of line 
charges, N. B. C. officials are unable 
to estimate the total cost of the pro- 
gram. It will probably be the most 
expensive ever staged in this coun- 
try, however. 


Lubrite Has Agency 
The Lubrite Oil Refining Corp., 
St. Louis, has placed its advertising 
acccunt with Batten, Barton, Dur- 
stine & Osborn, Inc. 
Lubrite is affiliated with the Va- 
cuum Oil Company. 


On Agency Board 
Stacy Page, vice-president of Bat- 
ten, Durstine & Osborn, New York, 
has ome a director. 
George F. Gouge, who has been a 
member of the board, was elected a 
vice-president. 


Draggists Advertise 
Retail druggists of Ontario, Can- 
ada, will launch a co-operative ad- 
vertising campaign calling attention 
to the service rendered by such 
stores. Newspapers will be used. 


White Is Hearst’s 


General Manager 

T. J. White has become general 
manager of the Hearst newspapers, 
succeeding Col. Frank Knox, re- 
signed. 

Mr. White has been vice-president 
of Hearst Publications, Inc., which 
issues all magazines controlled by 
Mr. Hearst. 


Brush-Moore Group 
Is Still Expanding 


The Brush-Moore group of news- 
papers has been enlarged to nine by 
the purchase of the Lorain (0O.) 
Times-Herald and the Mansfield 
(O.) News. All of the Brush-Moore 
papers are located in Ohio. 


Succeeds Baker 
Philip P. Gott has become man- 
ager of the trade association de- 
partment of the Chamber of Com- 
merce of the United States. He suc- 


ceeds Hugh P. Baker, who resigned 


to become dean of the New York 
State College of Forestry. 


RUPERT} THOMAS 


Don’t Forget the 
Architect 


If your product is specified by 
architects—or if it should be— 
it will pay you to give careful 
thought to the architectural end 
of your advertising. 


Continue your consumer cam- 
paign full swing—but don’t pass 
the architect by as being “cov- 
ered” by one lone paper in a 
miscellaneous trade paper 
schedule. 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


ODAY they are teen 
age girls, forming 
their life-time prefer- 
ences and buying habits. 
Today you can persuade 
them with your advertising 
message at a fraction of the 
expense involved in trying, 
later, to alter their fixed 
opinions. 

Soon, very soon, these 
girls will be the home 
makers of tomorrow. They, 
and their mothers, are now 
reading THE AMERICAN 
GIRL. Why not make us 
prove this 


Ameri@anGirl 


THE MAGAZINE FOR ALL GIRLS 


Published by Girl Scouts, Inc. 
670 Lexington Ave., New York 


S. E. MCKEOWN 
Business Manager 


Chicago 
POWERS & STONE, Inc. 
First Nat’l Bank Bldg. 

N. Y. State & N. E. 
Powers & Stone, Inc. 
369 Lexington Ave., N.Y. C. 
Philadelphia 
HARRY E. HYDE 
548 Drexel Building 
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December 27, 1930 


NOTABLES HEAR 
A.F. A. PROGRAM 


New York, Dec. 24.—“‘The time 
has come to stop talking about the 
large amount of money spent for 
advertising and to focus the atten- 
tion of the public on the volime of 
business advertising produces,” said 
Walter A. Strong, publisher of the 
Chicago Daily News, and chairman 
of the board of the Advertising Fed- 
eration of America, guest of honor 
at a meeting at the New York Ath- 
letic Club. 

Many leaders in the publishing 
and advertising field attended the 
luncheon. 

Mr. Strong outlined the program 
of the A. F. A. to this end. 

Following the luncheon a meeting 
of the board of directors was held. 
An invitation was presented by 
Grover Whalen from Mayor Walker 
for the Federation to hold its 1931 
convention in New York City. 

At the speakers table at the lunch- 
eon were Julian S. Mason, editor 
of the New York Post; Kent Cooper, 
general manager of the Associated 
Press; Malcolm Muir, president of 
the McGraw-Hill Publishing Com- 
pany; Mr. Strong; Grover Whalen, 
former New York police commis- 
sioner; Gilbert T. Hedges, president 
of the A. F. A.; Conde Nast; Karl 
Bickel, president of the United 
Press; Ogden M. Reid, publisher of 
the New York Herald Tribune; and 
Will Hayes, head of the Motion Pic- 
ture Producers & Distributors of 
America, Inc. 


Other Celebrities Present 


In the immediate foreground were 
Samuel W. Reyburn, head of Lord & 
Taylor, and Joseph H. Appel, of 
John Wanamaker’s, New York, 
treasurer of the A. F. A. Facing 
them just across the table were 
Bernarr Macfadden, head of the 
Macfadden Publications; Art Goebel, 
noted aviator; Hil F. Best, eastern 
manager of M. C. Mogenson & Co., 
and president of the Six Point 
League; and George A. Riley, of the 
American Press Association. 

Other prominent figures present 
were William H. Rankin, president 
of the William H. Rankin Company; 
Earle Pearson, general manager of 
the A. F. A.; T. W. LeQuatte, execu- 
tive vice-president of the A. F. A.; 
William R. Ewald, of the Campbell- 
Ewald Company, Detroit, vice-presi- 
dent of the A. F. A.; Robert L. 
Johnson, president of Time, Inc.; 

Edgar Kobak, vice-president of 
the McGraw-Hill Publishing Com- 
pany; J. P. Muller, of J. P. Muller 
& Co.; George W. Ward, of the Poor 
Richard Club, Philadelphia; George 
W. Hopkins, sales consultant and 
eastern governor of the A. F. A.; 
C. C. Younggreen, president of the 
Dunham, Younggreen, Lesan Com- 
pany, Chicago; Frank LeRoy Blan- 
chard, of Henry L. Doherty & Co.; 

Ray P. Clayberger, of Calkins & 
Holden; John Benson, president of 
the American Association of Adver- 
tising Agencies; James O’Shaugh- 
nessy, of Liberty Magazine; Ralph 
Trier, of the New York Theatre Pro- 
gram Corporation; Dr. Paul T. 
Cherington, head of the research 
department of the J. Walter Thomp- 
son Company; 

Lincoln Palmer, manager of the 
American Newspaper Publishers 
Association; William A. Thomson, 
manager of the Bureau of Advertis- 
ing of the A. N. P. A.; John A. Wil- 
kens, president of the Charles 
Francis Press; Leonard Dreyfuss, 
president of the United Advertising 
Corporation and Hugh O’Donnell of 
the New York Times. 


Weeklies Merge 


Three weekly papers of Somerset, 
N. J., have merged and the resulting 
publication, the Somerset Messenger 
Gazette, will be published twice a 
week. C. H. Bateman is general 
manager. 


Joins Newcomb 
C. O. Rawalt has joined James F. 
Newcomb & Co., direct mail company 
of New York City. He has seen 
service with James Gray, Inc., and 
the New York Herald Tribune. 


With the 
Club Editors 


Virtue 


And another feature that the 
makers of Dictaphone could truth- 
fully advertise is that it never takes 
a man’s mind off his work by cross- 
ing its knees.—“‘Advergram,” Des 
Moines Advertising Club. 


* * * 


Murad 


Long after the shades of night 
had fallen over the 36 fairways of 
Genesee Valley Park, there trudged 
into the brightly lighted shower- 
room of the Genesee Golf Club a 
tall, disheveled linksman. Vexa- 
tion, anger and disgust were en- 
graved on his countenance. 

“Good evening, gentlemen!” he 
began—and looked around for an 
audience. Discovered, the audience 
consisted of one small, wiry club- 
member, half-dressed—and one 
large, gasping, snorting, sputtering 
noise emanating from behind a 
drawn shower-curtain. 

“Well,” continued the irate one, 
“I know one thing—if I strike any 
more days like this afternoon, I'll 
have to start carrying dynamite and 
bombs in my golf-bag, along with 
the rest of the tools.” 

The snorting and the sputtering 
continued ... the small, wiry lis- 
tener nodded, said nothing. 

The angry big fellow went on: 

“We sure got behind the world’s 
slowest foursome—two fat guys, 
one fat woman, an ’a small boy; not 
one of ’em could hit a ball a hun- 
dred yards—an’ two holes wide open 
in front of ’em. 

“An’ would they ask us to go 
through? Not so’s you could notice 
it! Why, if it hadn’t been for them, 
we could’ve finished nicely before 
dark; as it was, we had to quit on 
the seventeenth” 

The small, wiry fellow mumbled 
some unintelligible condolence. 

Behind the shower-curtain, the 
gasping and the snorting ceased. 
There emerged ... a fat man, 
shaking the cold water off his epi- 
dermis and rubbing vigorously with 
his towel. 

“IT was one of that foursome 
you’re talking about,” he began... 

As the silence deepened, the big, 
angry guy began to register all the 
emotions of one who, not for the 
first time, has “opened his mouth 
and put his foot in it.” 

He and the fat man finally ex- 
changed a few embarrassed sen- 
tences, but it was noticeable that 


the “squawker” slid back to his 
locker about as quickly and unob- 
trusively as he could. 


A few moments later, the small, 
wiry fellow (the silent witness of 
the incident) strolled casually up 
to the still-angry six-footer and said 
gently: 

“Of course, you smoke Murads, 
don’t you?”—“Bumble Bee,” Roch- 
ester, N. Y. 


* * * 


Green 


My Dear Mr. Martin: As a by- 
stander, I watched with interest the 
pee-wee golf game indulged in this 
week by members of the Oakland 
Advertising Club. 


As you seemed to have more “on 
the ball” than the others, I am ask- 
ing you to point out to me, in the 
colums of Ad Lib, some of the fea- 
tures of this game. I hope some 
time soon to join your club, and I 
wish to be a clever pee-wee golfer 
as a means of being a better clubber. 

JOSIAH P. GREEN. 

My Dear Mr. Green: Thank 
you for your tribute to my game. 
Briefly, there are several elements 
contributing to the pee-wee players’ 
success. The first, Green, is this: 
To play this game, one must be nat- 
urally bright, Green. 

If you are dull, Green, there are 
other forms of exercise in which 
brains are not essential. I suggest 
that you try bowling, Green, as 
most of our directors will be there 
to keep you company, the game be- 
ing more ordered to their capacity. 

Pee-wee golf is an American 
game, although we are told by 
Larry Moore, that old sage, Green, 
that Anthony and Cleopatra played 
a similar game ages ago on the 
banks of the Nile, Green. He tells 
us, too, that some effort is being 
made to popularize the game in 
Paris, Green. 

The best way to start this game 
—to insure one’s self against future 
disillusionment—is to team up with 
some one who has never learned to 
count up to ten. Try Doug Mon- 
tell, for example. 

Doug’s game, according to his 
own record, is all to the mustard, 
Green. If you manage to underplay 
Doug you will have to do some 
dandy lyin’, Green. 

Above all, do not get blue, Green. 
Confidence is the source of true 
power. Begin the game with some- 
one who is used to your ways—say 
with your game little wife, Olive, 
Green. And then, in the final, 
Green, at the loser’s expense, you 
can always enjoy a nice, cool bottle, 
Green. But remember, you will not 
be able to sea-foam, Green. 


Yours for a tin cup, 
R. C. H. MartTINn. 


—“‘Ad Lib,” Advertising Club of 
Oakland. 


ae 


A radio in a car is a wonderful 
thing. We were followed for sev- 
eral minutes by a motor cop the 
other evening and found out later 
he only wanted to hear Amos ’n’ 
Andy.—“‘Advents,” Pittsburgh Ad- 
vertising Club. 

* * * 


Typography 

Many responses were received to 
last week’s request for comments on 
the “Blue Pencil’s” type face. Most 
of them were favorable, yet because 
some confessed to eye strain when 
gazing upon the fair face of Vogue, 
we have put the sheet through a 
face-lifting operation. She may not 
look so youthful, but many men pre- 
fer the plain and honest visage to 
that of the modern coquette. 

Here are some of the comments, 
picked for their intrinsic interest: 

Guy S. Rowell: “I recall a school 
teacher who was trying to whack 
a little intelligence into as cussed a 
bunch of us hick kids as was ever 
assembled in one of those little red 
alma maters up in the state of Ver- 
mont. 

“She wore a bustle, as all the 
ultra ladies did at that time, and 
it was a rubber one stuffed with air 
by lung power through a screw valve. 
A pernicious ‘young idea’ stuck a 
tack in the back of her chair and the 
bustle collapsed with a sibilant hiss. 
When she arose she presented about 
as flat an appearance as a page of 
the Blue Pencil.” Or, perhaps, as 
flat as the taste of a Biltmore pud- 
ding. 

Chick Hart: “The present typog- 
raphy gives you a headache.” Quick, 
the aspirin. 

Anson Bushnell: “No doubt the 
type might have its proper place in 
an ‘invitation to a dance’, or some- 
thing similar, but Blue Pencil is a 
business man’s publication, and busi- 
ness men are normally too busy to 
take time to go over something that 
is not easy to read.” Yes, but these 
times are not apt to make the busi- 
ness man normal. 

R. H. Whitten: “When the type 
was changed .. . my eyes became so 
tired that I had to stop before finish- 
ing the second page ... so gave up 
reading the paper entirely.” Now, 
Mr. Whitten, in your first paragraph 
you mention having seen our request 
for comments in the last B. P. We 
are reminded of Emerson’s statement 
that “the great were ever incon- 
sistent.” 

Ben Jaffe: “I like the type so 
well I want to use it in my own 
advertising.” Attaboy! 

Bert Rose: “If Denson Gee ap- 
proves of the type he uses in the 
Blue Pencil, then I think it’s the best 
in the world—no foolin’.” Bert Rose 
to the occasion wonderfully, don’t 
you think?—“Blue Pencil,” Adver- 
tising Club of Los Angeles. 


Enter New York, 
Chicago, with 
Refrigerator 


Mansfield, O., Dec. 26—George W. 
Moister has become manager of sales 
promotion for the Westinghouse Elec- 
tric & Mfg. Company’s refrigeration 
department, as the company an- 
nounced plans for extension of dis- 
tribution of this product. 

Mr. Moister has been identified 
with the Kelvinator Corporation, De- 
troit, for seven years, having han- 
dled territorial sales activities, sales 
promotion and special sales develop- 
ment on both the Atlantic and Pacific 
Coasts. 

Another addition to the Westing- 
house staff is Clem B. Graves, who 
becomes assistant to Carl D. Taylor, 
manager of this department. He has 
been Eastern sales manager of the 
Federal Electric Company for five 
years. 

Distribution of the Westinghouse 
refrigerator to all parts of the United 
States will begin at once. Rockwell 
Kent, noted artist, has been retained 
to illustrate an augmented volume of 
advertising in general and women’s 
magazines. 

Daily newspaper and outdoor ad- 
vertising will be increased, while the 
radio will become a new medium. The 
refrigerator will be featured with 
other appliances in programs over 
the National Broadcasting Com- 
pany’s network December 16, while a 
series of programs will be broadcast 
every Sunday night for the remainder 
of the year over KDKA, Pittsburgh; 
WBZ, Springfield, Mass., and WBZA, 
Boston. 

In addition to having special deal- 
ers, the company will enter the cen- 
tral station field. H. A. D’Arcy has 
become central station sales super- 
visor. 

The advertising will feature the 
phrase, “First Completely Balanced 
Refrigerator.” The copy will stress 
the company’s accomplishments in 
the electrical field. 

The expansion in distribution 
marks the company’s initial entrance 
into Chicago and New York. Here- 
tofore the refrigerator has been sold 
in a fairly well concentrated area in 
the East, extending as far South as 
Kentucky and Tennessee and West to 
Ohio and Michigan. 


English Knight, 
One of Founders of 
“Railway Age,” Dead 

Sir Harry Perry Robinson, who 
besides scoring a conspicuous jour- 
nalistic success in England, his na- 
tive country, established a business 
paper which was destined to be one 
of the most successful in the United 
States, died at Minehead, England, 
December 21 at the age of 71. 

Sir Harry worked on daily news- 
papers of Chicago and New York 
as a youth. About 1887 he founded 
the Northwestern Railroader, Min- 
neapolis, which later moved to Chi- 
cago as Railway Age. Sir Harry 
edited the paper until 1900. 

He held a responsible post in 
President McKinley’s national cam- 
paign in 1896. He served his own 
country well as a war correspondent 
in France during the war and was 
knighted for his services. 


New York Agency 
Establishes Kitchen 


An experimental kitchen has been 
established by Batten, Barton, Dur- 
stine & Osborn, New York, with 
Edith M. Barber as director. 

The kitchen, which will check the 
accuracy of old recipes and work on 
new ones, was equipped largely by 
manufacturers whose accounts are 
handled by the agency. 

Another function to be served by 
the new department is to provide 
“on the spot” photographs for food 
accounts. 


Continental in Detroit 


Continental Typefounders of Chi- 
cago, Inc., importers and distributors 
of foreign type faces, with offices in 
the Merchandise Mart, have opened 
a branch in Detroit, at 500 Mar- 
quette building. In addition to the 
full line of Continental and New 
England types, a complete line of 
composing room equipment will be 
stocked. 
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NOW ... More Than Ever, 
Make Us Prove It With Proofs! 


@ A(ow advertising has to make sales, not merely impressions. A(ow advertising ability 


is being tested in the blast-furnace of results. A(ow even high quality must go hand in 
hand with rigid economy. A(ow the preventable waste of costly typographic revisions | 
is intolerable ... Our modern equipment (including 5,000 type cases, 247 type faces 
and over 300 foundry borders) is perhaps the finest in the world. But—beyond mere 


mechanical resources we offer these outstanding advantages to buyers of typography: 


(1) Personnel—Principals who have spent their 
lives in promoting typographic art and who bear 
the highest reputation for integrity, experience 
and pioneering initiative. 


(2) Supervision—Every piece of copy is carefully 
read and accurately laid out before it goes to the 
compositor. Nothing is left to chance. In many 
cases, more attention must be paid to intent than 
to instructions. We pride ourselves upon our “sixth 
sense’’ in correctly interpreting clients’ ideas. This 
is a part of our cost reducing methods. 


(3) Inspection—Every proof is inspected for phys- 
ical appearance and adjustment of type sizes for 
display, as well as for re-adjustments of spacing and 
position of units. 


(4) Allotment of Accounts—Each account is en- 


trusted to an inside service man who is familiar with 
every order both as regards detail and position in 
the plant. Inside contact men “follow through” 
each order right up to delivery. 


(5) Size of Job—The smallest job receives the same 
care and attention here as the biggest one on 
the true theory that “tall oaks from little acorns 
grow.” This is proved by the fact that some of our 
largest present accounts started with a trial set-up. 


(6) Schedule Board—A unique charting system 
assists service men in routing each job through the 
shop and enables forwarding clerks to deliver proofs 
“on the dot,” thus saving annoying delays. 


(7) Messenger Delivery—Through our system of 
additional compensation for extra-fast trips we 


usually make delivery of proofs ahead of time. 


q Limitations of space prevent more than this fleeting reference to the thousands of dollars we 
regularly save for clients by checking up on hurried or incomplete instructions, thereby avoiding 
wrong space sizes and the expense of doing the job over again .. . Typographic /ador costs are the 
same. Among the important economies gained by dealing with us are expert and artistic layout; 
smooth, speedy handling; avoidance of excess time and expensive re-setting, and the minimum of 
revisions of proofs due to utmost care and skill at the start. ACgw, more than ever, make us prove 


it with proofs and have your advertisement set by the acknowledged “Tiffany of Typography” 


LEE & PHILLIPS, INC., 228 E. 45Ts ST., NEW YORK 
Ty pographers Who Prove It With Proofs 


SUCCESSORS TO MONTAGUE LEE CO.,INC. * FREDERIC NELSON PHILLIPS, INC. * GRAPHIC TYPESETTING CORP. * CAXTON TYPOGRAPHERS, INC. 
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EDITOR BREAKS 
CELIBACY VOW 


New York, Dec. 24.—After his 
associates in the Hearst trade divi- 


sion had recovered from their aston- | 


ishment over the sudden marriage of 
Herbert R. Mayes, editor of Ameri- 
can Druggist, and “confirmed bache- 
lor,” they issued a special edition of 
that paper for private circulation. 

The general tenor of the special 
is indicated by one of the articles, 
headed “Has She a Chance—Can a 
Woman Beat the Racket?” It said 
in part: 

“Perhaps she really thinks that 
she can reform him. Perhaps she 
cherishes the fond delusion that, by 
virtue of this certificate and these 
words said over them by a Wise man, 
she has reclaimed him from those 
dread practices and associates which 
make such a livid, scabrous mark 
across his past. 

“Poor innocent, deluded spirit! 
Can a leopard change his spots? 
Can an Irish managing editor 
change his mind? Can anybody here 
change half a dollar? 

“Perhaps she has wondered about 
that pile of old hats lying in a 
corner of his office. Perhaps she has 
believed that some coal _ heaver 
dumped them there in a moment of 
pique, or that they are part of some 
antiquarian’s collection of early 
Eighth Avenueania. 

“Perhaps she has thought that 
when he plucked one off the top of 
the heap—a suave dappled brown or 


The 
DEPARTMENT 
STORE 


GREATEST OUTLETS 
for house and home furnish- 
ings are the department store 
and the departmentized home 
furnishings store. These large- 
scale distributors can be in- 
fluenced by the use of one 
publication, for management 
and buying executives read 


RETAILING 


A FAIRCHILD PUBLICATION 


8 East 13th Street New York 
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SECOND POSTER IN OUTDOOR FARM CAMPAIGN 


oy ae aa Bustes is the ae Prosperity 


This is the copy for No. 2 in the series of advertisements being placed by the Outdoor Adver- 
tising Association of America in behalf of the farmers of the country. It will appear in January. 


BUY MORE FARM PRODUCTS and 
SPEED INDUSTRIAL EMPLOYMENT 


a fuzzy grey velour—as he went by, 
that it was all part of a jest or 
gesture, and that he didn’t really 
mean it. 


Hats? Ha, Ha! 


“What a cruel awakening awaits 
her! Too soon she will discover that 
these are not fake hats; indeed, that 
these are not hats at all. Suddenly 
she will find out that these amorphic 
things that were once felt headgear 
are actually the elements of a deep- 
seated vice. She will begin to 
realize what a large part they play 
in his life. How incapable, even, he 
is of hailing a taxi without a rolled 
up hunk of felt with which to wave. 

“For these deadly addictions have 
marked him for their own. No man 
who has ever seen him toss off a 
double orange juice at Sam Rosen- 
thal’s bar will believe that ‘tapering 
off’? would be effectual here. No man 
who has ever tried to win from him 
at casino will believe that anyone 
with such fiendish good luck can be 
made to forswear the fascinating 
pasteboards. 

“And surely, no man, woman, 
child, dog or promotion, manager 
who has seen him knock out a pipe 
on a piece of furniture could be 
convinced that he will find as much 
satisfaction in putting out cigars 
against a grand piano. Certainly no 
one who has seen and smelled (the 
words are practically synonymous) 
his pipes, will argue that there can 
be much hope of salvage in this 
department of his soul. 

“She may hope to reclaim him 
from the clutches of ping pong. He 
has been beaten on one or two occa- 
sions, and this has helped to keep 
him from complete immersion in the 
morasses of this vicious habit. 

“Similarly, he is in comparatively 
little danger from any further at- 


tacks of silverlovingeupitis. The big 
one which he won in a stenography 
contest back in ’92 being such a 
nuisance around the house now. One 
can’t very well throw a thing like 
that down the dumbwaiter, but one 
is pretty darn careful not to win 
any more. 


The Final Straw 


“There is little hope, however, 
against the ravages of solitaire. Let 
his promises to reform be as fervent 
as anything. He once ‘went out’ at 
this, and the subtle acid has eaten 
into his brain. Some dark night he 
will not come home. And when her 
search is ended, she will find him 
crouched over his desk, laying black 
sevens on red eights and red queens 
on black kings. There will be a mad 
gleam in his eye and he will be mut- 
tering horrifying blasphemies with 
each turn of his wrist. 

“Perhaps in her naivete she be- 
lieves that love can really perform 
all the wonders promised in the ad- 
vertisements. Perhaps she thinks 
she can cure him. Poor little 
woman! How dreadful her awaken- 
ing will be! 

“And where will she turn when 
the rosy promises have turned to 
cold ashes? Where will she find con- 
solation for the bludgenings of fate? 
To whose arms can she fly? Whose 
shoulders can she weep on? 

“(Here, here don’t crowd 
that way. Get in line with the 
others. . . »}” 


Services Merge 


The Advertising Service Division 
of the Standard Store Service Com- 
pany has affiliated with Century 
Advertising Service, Inc., and Vin- 
cent Edwards & Co. The merchan- 
dising of the affiliated group will be 
directed from New York. 


General Foods, 
Pabst, Extend 
Sales Alliance 


Milwaukee, Wis., Dec. 26—The 
General Foods Corporation, which 
has distributed some of the products 
of the Pabst Corporation in certain 
markets in the past, will increase 
the number of markets in which this 
arrangement is in effect. 

This statement was made by Fred 
Pabst, president of the Pabst Cor- 
poration, in response to queries as 
to relations between the two com- 
panies. 

“The Pabst Corporation has util- 
ized General Foods’ distributing 
facilities for Pabst-ett and Pabst 
cheese in a number of markets,” ex- 
plained Mr. Pabst, “to the mutual 
satisfaction of both companies. 

“Our new plan is to co-operate in 
a larger number of markets. This 
policy, however, will not include such 
cities as New York, Chicago, De- 
troit, Philadelphia, Milwaukee, the 
Twin Cities, and a large number of 
others where General Foods is not 
equipped with satisfactory distribut- 
ing facilities.” 

Mr. Pabst said that the arrange- 
ment does not affect Pabst Blue Rib- 
bon Brew or Pabst Malt Syrup. 


Shaw Resigns from 
Philadelphia Agency 


D. Minard Shaw has resigned as 
president of Martin-Pilling-Shaw, 
Inc., advertising agency of Philadel- 
phia. 

A. L. Martin has succeeded him 
as president, B. Franklin Theobald 
being vice-president, and J. Ross 
Pilling treasurer. 


Advertising 
Plates 


°P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street .- 


Chicago 


Band Together 
ToEnd Macy’s 


Rule on Price 


New York, Dec. 26.—Unable to 
wage war profitably as individuals 
on R. H. Macy & Co., competitors in 
the department store field have 
banded together to end the Macy 
rule as regards prices. 

Drug Trade News gives the fol- 
lowing details: 

“Macy competitors feel that Macy 


| has gained large public prestige by 
| its continued emphasis of its prac- 


tice of underselling them 6 per cent, 
according to the store’s. stated 
policy. 

“At different times in the last five 
years, Gimbel’s, Hearn’s, Blooming- 
dale’s, and other New York depart- 
ment stores, resenting the Macy ad- 
vertising of its 6 per cent less policy, 
have conducted individual fights 
with Macy by attempting to under- 
sell that store on certain advertised 
specialties. 

“Invariably, Macy has met this 
attack by cutting under its belliger- 
ent competitor. 

“In the last five years, this has 
resulted in a number of very low 
prices on the products on which the 
fight has been waged, and this has 
tended to demoralize trading condi- 
tions throughout the whole city. 
“Because of its larger resources, 
Macy usually has won these fights. 


Sells for Cash 


“Doing a business of close to 
$100,000,000 a year on a cash basis, 
Macy was better able to sacrifice 
profits in its fights with individual 
competitors than were its opponents. 
“Realizing the futility of any one 
department store attempting to 
make war on the Macy policy of 
selling for 6 per cent less, the New 
York department stores which com- 
pete with Macy have now decided 
to consolidate their interests in a 
fight involving the carrying of the 
lead on a stagger plan. 

“Each store will undertake to 
undersell Macy in one or two of its 
departments. One store will cut 
under the Macy prices on _ toilet 
goods, another on drugs, another 
on millinery, another on suits, an- 
other on lingerie, another on shoes. 

“By this system of staggering the 
load, if this plan is carried into 
execution, Macy would not have to 
face a fight in one department as 
heretofore, or with one competitor, 
and be able to recoup its losses from 
the profits of other departments, but 
would have to face a fight simul- 
taneously waged against it by a 
total of 25 to 30 departments oper- 
ated in the stores of its competitors. 

“This would be a different prob- 
lem than any that has heretofore 
confronted the Macy organization.” 


Form General Water 
Treatment Corporation 


The General Water Treatment 
Corporation has been formed in 
New York by the exchange of over 
90 per cent of the stock of the Per- 
mutit Company for stock in the new 
concern, which has also acquired all 
of the stock of the Ward-Love Pump 
Corporation. 

The General Water Treatment 
Corporation will engage, through its 
subsidiaries, in the manufacture and 
sale of water systems and equip- 
ment and minerals for the treatment 
of water. 


Automobile Show 
Opens January 3 


The 31st New York automobile 
show will open in Grand Central 
Palace at 2 P. M. January 3. The 
show will establish a precedent by 
staying open Sunday from 10 A. M. 
to 10:30 P. M. 

About 200 exhibits of cars, trucks, 
bodies, parts and accessories will 
occupy four floors of the building. 
There will be 36 makes of passenger 
ears, 16 makes of commercial vehi- 
cles and two taxicabs. 


Mrs. East Recovering 


Mrs. E. Tolman East, Denver, 
director of the travel bureau for an 
oil company, and well known mem- 
ber of the Advertising Club of Den- 
ver, is convalescing after a serious 


illness. 
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Women in 
Advertising 


Marguerite A. Salamon 


Brooklyn, N. Y., Dec. 26—No wo- 
man in advertising has had a more 
picturesque career than Marguerite 
A. Salamon, manager of the Thrift 
Publicity Department of the Brook- 
lyn Savings Bank. 

Miss Salamon has traveled in all 
parts of the world. For six years 
she was secretary to the late Presi- 
dent Roosevelt. One of her valued 
treasures is a diary which the lam- 
ented Teddy brought back from his 
South American trip. 

Holding such an eminent position 
might have been considered by some 
as sufficient satisfaction. But Miss 
Salamon has been unremitting in 
her quest for new fields to conquer. 

The dour Colonel Lindbergh un- 
bent in her presence, and she flew 
with him and Mrs. Lindbergh from 
Los Angeles to San Francisco not 
long ago. 

She is credited with having been 
the first passenger of either sex to 
fly from New York to Los Angeles 
and back when regular transcon- 
tinental service was instituted. 

Miss Salamon spent five years 
with the Brooklyn Chamber of Com- 
merce in charge of members’ activi- 
ties. From there she came to the 
Brooklyn Savings Bank, oldest fin- 
ancial institution in the borough. In 
that role, she not only writes adver- 
tising copy, but does a tremendous 
amount of personal selling, largely 
on a wholesale scale through depart- 
ment stores and other large institu- 
tions. 

Though she has rubbed shoulders 
with all classes in all parts of the 
world, Miss Salamon remains an 
ardent feminist. She raised her 
voice in protest when a separate 
breakfast for women was held at 
the recent convention of the Fin- 
ancial Advertisers Association in 
Louisville, Ky. Her definition, how- 
ever, differs somewhat from the 
average. 

“I do not believe that men and 
women who are doing the same kind 
of work and belong to the same kind 
of an organization should be segre- 
gated,” she said. 


With Aubrey & Moore 

Edward L. Tollefson, formerly 
with Henri, Hurst & McDonald, has 
joined Aubrey & Moore, Chicago 
agency. 

This agency is now handling the 
advertising of the Rit Products 
Corp., Chicago, manufacturers of 
Instant Rit and White Rit. News- 
papers and magazines will be used. 

The Kolax Division of the Rit 
Products Corporation, Kolax shav- 
ing cream, has also placed its ac- 
count with Aubrey & Moore. 


May Reorganize 
The Waterbury (Conn.) Advertis- 
ing Club, which recently disbanded, 
plans to reorganize as a division of 
the Chamber of Commerce. 


R. F. Andrews Dead 


Capt. Roland F. Andrews, editor 
of the Worcester (Mass. ) Telegram 
and Evening Gazette, died Decem- 
ber 21. He was 58 years old. 


FROZEN MEATS 
BEING HANDLED 
BY DRUG STORE 


New Era is Inaugurated in 
Pittsburgh 


Detroit, Mich., Dec. 26.—A Pitts- 
burgh drug store is the first to give 
the retail butcher a shove. Electric 
Refrigeration News reports that the 
Spalding drug store, at Penn and 
Negley avenues, is the establish- 
ment, Henry Bluestone the owner, 
Swift & Co. the supplier, and C. E. 
Rideout, of the Kelvinator-Leonard 
Corporation, the salesman. 

“The Pittsburgh store does not 
regard the plan as an experiment,’ 
commented the publication. 

“Mr. Bluestone has bought an 
Oreole display and storage case for 
low temperature work, equipped 
with a Kelvinator unit, because he 
believes that he can make money by 
selling frozen meats in his drug 
store. As far as the manufacturers 
are concerned, the transaction is 
closed. 

“Before buying his case Mr. Blue- 
stone talked with C. S. Hopkins, 
local manager for Swift, and was 
assured that the Swift organization 
was anxious to push the new prod- 
ucts and would supply his need. 
Since the case was installed that 
promise has been kept, and daily 
deliveries as called for have been 
made by Swift & Co. 

“Mr. Bluestone has displayed the 
Swift name prominently, both inside 
his store and in a sign outside on 
the wall of the building, and says 
that he believes the national recogni- 
tion of the Swift name has been a 
great aid to him in making sales. 

“His long experience as a mer- 
chant has taught him the value of 
nationally advertised names, and for 
that reason he has placed a high 
value on the co-operation of the 
Swift organization. 


Opposition Viewpoint 


“That sign on the outside wall of 
the store proved the occasion for an 
unusual incident. About half a mile 
away, near the East Liberty Station, 
is another drug store whose pro- 
prietor, in common with almost 
everyone else in that section of the 
city, heard about Mr. Bluestone’s 
innovation. 

“Soon there appeared on the other 
store a big sign reading about as 
follows: ‘This is a Professional 
Pharmacy. We Do Not Sell Meats.’ 

“Just what effect this had in in- 
creasing the sales of the man who 
scorns to sell meats is not known, 
but one afternoon a lady stopped in 
Mr. Bluestone’s store and asked to 
see the frozen meats. She explained 
that she had seen the ‘We Do Not 
Sell Meats’ sign, had been puzzled 
by it, and had asked her husband 
what it meant. He explained and 
she lost no time in getting down to 
look it over. When she left, she 
earried with her meat purchases 
amounting to $2.24.” 


Howe Is Re-elected 

Officers of the Magazine Club, 
New York, were re-elected at the 
annual meeting December 22. 

Wallis E. Howe, Atlantic Monthly, 
is president; Ed Gants, College Hu- 
mor, and G. R. Donaldson, McLean’s 
gaa ee vice-presidents, and Fred 
W. Kroeck, Household Magazine, 
secretary-treasurer. 

Douglass Taylor, of Printers’ Ink, 
and William H. Ferris, Country 
Home, are new directors. 


Colborne Has Agency 


The Colborne Mfg. Co., Chicago, 
maker of pie bakers’ machinery, has 
placed its account with Simmonds & 
Simmonds, of that city. Business 
papers and direct mail will be used. 


Named Publisher 


Lovelace Eve has been named pub- 
lisher of the Augusta (Ga.) Chron- 
icle. He published the Americus 
(Ga.) Daily Times for ten years. 


PROMOTED 


G. F. Libbey 

Mr. Libbey has been appointed 
director of sales by the Master 
Lock ‘Co., Milwaukee, Wis., after 
six years as assistant director. Be- 
sides developing distinctive meth- 
ods of merchandising, Mr. Libbey 
has had personal charge of “The 
Master Padlock,” the company 
magazine which reaches 75,000 
hardware dealers and jobbers 
monthly. 


PROTECT OWNERS 
OF TRADE-MARKS 


New York, Dec. 26—American 
travelers returning from abroad 
will be required to surrender their 
supplies of any of 16 brands of per- 
fumes whose trade-marks are held 
by American concerns under an 
order promulgated yesterday by the 
Treasury Department for the en- 
forcement of a hitherto little-known 
section of the tariff act. 

The order was revealed by officials 
at the Custom House here, who de- 
clared that under the new instruc- 
tions travelers might retain one 
bottle each of the perfumes. 

Although in theory the order ap- 
plies to as many as 5,000 articles 
of foreign manufacture, its prac- 
tical and immediate effect will be 
to bar entry to at least 16 well 
known, much used and expensive 
foreign perfumes heretofore brought 
in freely and frequently, without 
duty, by American travelers. 

The Treasury Department’s ac- 
tion was taken under Section 526A 
of the tariff act in response to de- 
mands by American holders of 
trade-marks who pleaded that they 
were hard pressed by competition 
offered through the sale abroad of 
brands of perfume also on the mar- 
ket in this country. 

The tariff section in question pro- 
vides that “it shall be unlawful to 
import into the United States any 
merchandise of foreign manufacture 
if such merchandise or the label, 
sign, print, package, wrapper or re- 
ceptacle bears a trade-mark owned 
by a citizen of or corporation cre- 
ated or organized within the United 
States and registered at the Patent 
Office.” 


Westinghouse Buys 
Distributing Body 

The electric supply distributing 
business of Stanley & Patterson, 
Inc., New York, has been bought by 
the Westinghouse Electric Supply 
Co., distributing subsidiary of the 
Westinghouse Electric & Mfg. Co. 

Only the distributing organiza- 
tion of Stanley & Patterson is 
affected. 

Westinghouse will form the Stan- 
ley & Patterson Electrical Supply 
Company to conduct its wholesale 
business in the metropolitan area. 
It will be the company’s 66th whole- 
sale subsidiary. 


Buys Filling Stations 

The Phillips Petroleum Company, 
which entered the Chicago territory 
about three months ago, has ac- 
quired a total of 90 gasoline filling 
stations since that time. 

The last of this number was pur- 
chased during the past week. 


Kansas May 
Follow Lead 
of Colorado 


Denver, Colo., Dec. 26.—A cam- 
paign for Kansas, similar to that 
conducted by the Colorado Associa- 
tion, is plapned, the latter heard 
recently, and will probably get 
under way some time in 1931. 

The Colorado Association’s 1931 
advertising will be on a somewhat 
more ambitious scale than hereto- 
fore. About $200,000 will be avail- 
able for a combined magazine and 
newspaper campaign. 

The former will be inaugurated 
January 17 with a color spread in 
Collier’s and a black and white 
spread in The Saturday Evening 
Post. About 80 insertions will be 
taken during the year in those mag- 
azines and Cosmopolitan, The 
Forum, Outdoor Life, etc. 

The newspaper advertising will be 
concentrated during July and Aug- 
ust. In addition 150,000 copies of 


“Colorful Colorado” will be dis- 
tributed. A new edition of this book 
is off the presses. 


Columbia Plan 
Effective Soon 


The merger of seven concert man- 
agement organizations into the 
Columbia Concerts Corporation, un- 
der the auspices of the Columbia 
Broadcasting System, New York, 
will become effective in the immedi- 
ate future. 

The new organization will pro- 
vide a reservoir of talent for radio 
advertisers. 


Radio Tax Valid 


The Georgia tax on dealers in 
radio was held constitutional by the 
State Supreme Court, which ruled 
that the tax of $100 in cities of more 
than 50,000 is not confiscatory. 


F. P. Will Promoted 


Frank P. Will, general sales man- 
ager of the G. P. Cigar Com- 
pany, New York, El Producto cigars, 
has been appointed executive vice- 
president and general manager. 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the Lan institutions ev- 
erywhere, comprisin the best in 
quality and the. bulk of the market 
in quantity, 


Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high effici an 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
deily information bulletin and list- 
ing of your literature. 


Let_us help you get your share of 
h spent 


one jon 
every month by the hospitals. 


- HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P. 
537 S. Dearborn Street 
Chicago, Ill. 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW \ORK 


ATLANTIC CITY LOS ANGELES PALM BEACH 


will keep you 


Use the 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


significant developments in ill 
branches of advertising. 


$1 a Year---52 Issues 


posted on the 


Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


Name...... 


oo ere re 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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F. D. Moore Promoted 


F. D. Moore has become advertis- 
ing manager of General Motors Ex- 
port Corporation, New York. He) 
spent 11 years with the company, 
much of that time doing field work 
in foreign countries. 


| 
| 


| 


Photographer Passes 
Clarence E. Runey, widely known | 
commercial photographer of Cincin- | 
nati, died in that city December 21. | 
He was at one time secretary of the | 
Poster Printers’ Association. 


Contractors Advertise _ 

Thirteen Bridgeport (Conn.) con- | 
tractors will conduct a co-operative 
advertising campaign in newspapers | 
of that city in 1931, 36 quarter) 
pages being scheduled. 


Plan Fashion Clinic 


The next Amos Parrish fashion 
merchandising clinic for store own- 
ers and executives will be held in 
New York January 12-15. 


Your 1931 Schedule 
Will Be Incomplete With- 
out Southern Coverage 


Reach the Southern market with the 
Lamar & Whitmore List of Southern 
Methodist Publications. 
Combined Circulation 
1,029,222 
Turn to Standard Rate & Data Serv- 
ice or write us for detail information 


in regard to one of the greatest 
marketing areas in the United States. 


“We Cover the South” 


Lamar & Whitmore 
Publishers 
810 BROADWAY 
NASHVILLE, TENN. 


E. M. McNEILL, 
Advertising Director 


E. J. LINES, 
Traveling Representative 


Only 10 other cities* have a daily news 
faper with as large a circulation as The 


Des Moines 
Register and Tribune 


Over 240,000 Daily 


*New York, Boston, Chicago, Detroit,Cleve | 
land, Philadelphia, Baltimore, KansasCity 
Pittsburgh, St. Louis and Des Moines. 


For Dependable 
Photostat Service 


4 
4 
F. A. RUSSO INC. 4 
230 PARK AVE. 509 FIFTH AVE. 4 
60 E.42ndST. 250 W. 57th ST. 
VANderbilt 9975-6-7 q 


REDUCE YOUR COST 
OF SELLING intern os canis, 


Folders, Blotters, Booklets, Catalogs, etc., etc. 
Pestage and The Mailb thly i 


blished 


DP ly since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag $ cet", Si"*¢" 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 

agency. 


PROFESSIONAL & OFFICE SERVICE 
Gurney ‘Gieyeler, Prop. 
sler, \ 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


N. E. JEWELERS’ 


SALES COSTS 
REPORT ISSUED 


Find 16 Do 56 Per Cent of 
Total Volume 


Providence, R. I1., Dee, 26—Six 
teen large manufacturing jewelry 
concerns, which in 1929 accounted 
ior v6 per cent of the total sales of 
117 firms, expended 62 per cent of 
the group’s total advertising ex- 
pense. 

Only about 1 per cent of the total 
advertising cost was spent by 20 of 
the. smallest concerns, and they ac- 
counted for but about % of 1 per 
cent of total sales. 

These figures are included in the 
findings of the Department of Com- 
merce ~in~its distribution study of 
the New England Manufacturing 
Jewelers’ and Silversmiths’ Associa- 
tion. ; 

The average selling expense of the 
117 concerns was $10.56 per $100 
of net sales, and of this amount 
$1.49 was for advertising, the re- 
port says. Out of every $100 of 
selling expense by the average con- 
cern $14.10 was spent for all forms 
of advertising. 


Selling Costs Low 


The medium and large size con- 
cerns tend to have a smaller selling 
expense, but a larger advertising 
expense than the smaller houses. 

Vata concerning selling and ad- 
vertising expenses are summarized 
by the department thus: 

“The 16 concerns in the two 
largest groups, ‘$600,000 to $999,999’ 


| and ‘$1,000,000 and over,’ accounted 


for 56 per cent of the total sales. 
However, they accounted for 62 per 
cent of the total advertising expense 
ot the 117 establishments. 

“This relationship in which the 
group accounted for a larger per- 
centage of the total advertising than 
of the total sales is characteristic 
of the three largest size groups. 

“On the other hand, 20 concerns 
in the smallest size group, ‘less than 
$50,000,’ accounted for only about 
one-half of 1 per cent of the total 
advertising expense, while they ac- 
counted for more than 1 per cent of 
the total sales. This relationship is 
haracteristic of the four smallest 
size groups. 

“The 13 concerns in the size 
group, ‘$150,000 to $199,999,’ ac- 


/counted for 6 per cent of the total 


sales. However, they accounted for 
only 1 per cent of the total adver- 
tising expense. 

“For the 117 concerns the average 
amount spent for selling expenses 
was $10.56 for every $100 of net 
sales. Of the $10.56, $1.49 was spent 
for advertising. 


Low Sales, High Costs 


“The selling expense of the 13 
concerns in the size group ‘$150,000 
to $199,999’ was $16.41 for every 
$100 of net sales. This amount ex- 
ceeded that in any other size group. 
The next highest figure was $12.79 
in the size group ‘$200,000 to $299,- 
999.’ 

“The selling expense of the 13 
concerns in the size group ‘$150,000 
to $199,999’ was $6.40 for every 
$100 of net sales. This amount was 
lower than the corresponding figure 
in any other size group. The next 
lowest figure was that of $8.67 in 
the size group ‘$300,000 to $399,999.’ 

“The advertising expense of the 
13 concerns in the group ‘$150,000 
to $199,999’ was 35 cents for every 
$100 of net sales. This amount, as 
was selling expense per $100 of net 
sales for the group, was lower than 
the corresponding figure in any 
other group. The next lowest figure 
was that for the size group ‘less 
than $50,000.’ 

“More than one-fifth of the total 
selling expense of the eight concerns 
in the group ‘$400,000 to $599,999’ 
was spent for advertising. In other 
words, $21.56 of every $100 of sell- 
ing expense was spent for advertis- 
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TAKE SANTA 
FOR A RIDE 


COMICS IN 
A RIOT 


(Of Good Will) 


Make First 
Page 


li Santa Claus is late at 
any homes this Christmas 
eve it may be laid to a 
prank of the newspaper com- 
ics. These merry rascals 
caught him just as he was 
starting on his trip and “took 
him for a ride.” The object 
was to force him to place 
first and foremost on his list 


taken of the 


principles. 


oi calls a select circle of - 
certain distinguished people 
and distribute to them the 
Christmas greetings of -— 
but to give names would be 
advertising. We refer you to 
our advertising columns (also 
first page stuff.) This free 
publicity in reading columns 
is objectionable to our read- 
ers and contrary to the pol- 
icy of this paper 

For this reason we also 
suppress the names of the 
rioters, but we could not, 
without precipitating another 
riot in our staff, suppress 
our staff photographer’s shot 


napping. A nifty compromise 
between upstairs and down. 
The comics make the first 
page and we maintain our 


GREETINGS! 
O. C. HARN wishes 
you joy this 
Christmas Season. 


May the 
GOOD THINGS 
of 1931 
erase the memory 
of 1930’s frowns, 
if any. 


dastardly kid- 


SANTA’S KIDNAPPERS 


{Staff Photo] 


This is the Christmas card of O. C. Harn, with which the 
managing director of the Audit Bureau of Circulations, 
Chicago, brought grins to his numerous friends throughout 


the country. 


ing. This amount exceeded the com- | 


parable figure in any other group. 


On the other hand, in the group) 


‘$150,000 to $199,999’ advertising 
costs accounted for only $5.39 of 
every $100 of selling expense.” 

The report shows that the selling 
expense for every $100 of net sales 
was $12.44 for concerns in the size 
group less than $150,000, $10.15 for 
concerns in the group, $150,000 to 
$399,999, and $10.39 for the con- 
cerns in the group $400,000 and 
over. 

The advertising expense per $100 
net sales was 95 cents, $1.23 and 
$1.67, respectively, for the three 
groups, while the amount of adver- 
tising expense for every $100 sell- 
ing expense in the three groups was 
$7.61, $12.10 and $16.06. 


Change Page Size 
With its January issue, the Talk- 
ing Machine & Radio Journal, New 
York, will adopt a 7 x 10 type page. 
The paper has also announced plans 
rad more thorough coverage of its 
e 


Plan Clothing Drive 
Jacob Greenberg Clothing Co., 
New York, has appointed J. P. Mul- 
ler & Co., agency of that city, to 
direct a national advertising cam- 
paign for its line for young men. 


Weekly Incorporates 
The Progressive Age Publishing 
Co., operating a weekly paper at 
Scottsboro, Ala., has been incor- 
porated by J. S. and J. B. Benson, 

J. W. Gray and C. E. Spivey. 


Increase Food Sales 


In spite of price reduciions on 
several of its food products, 1930 
sales of Hills Brothers Company, 
New York, will show a gain of about 
7 per cent over 1929. 


Appoint Sales Agency 

The Jefferson City (Mo.) Capital 
News will be represented in the na- 
tional field by Inland Newspaper 
aaa atch dam Inc. after January 


Act on Street Sales 


Newspapers of Montreal will sub- 
mit a plan for the regulation of 
street sales to the City Council. 
Kiosks will be erected at intersec- 
tions. 


IN CAR FIELD 


Col. Elbert J. Hall 


Col. Hall is one of the founders 
of the new de Vaux-Hall Motors 
Corporation. 


Dorland Transfers 
Domestic Business 


Hadden & Co. has been formed 
in New York to handle the domestic 
business of the Dorland Agency and 
the New York accounts of Addison 
Vars, Inc., of New York, Buffalo 
and Rochester. 


Harry J. Winsten, vice-president 
of Addison Vars, Inc., becomes vice- 
president of Hadden & Co. Other 
officers are Howard S. Hadden, 
president; Samuel Castleman, Jay 
E. Wingate, and Arch N. Berming- 
ham, vice-presidents; W. A. Wil- 
liams, treasurer, and H. Douglas 
Hadden, secretary and general man- 
ager. 


Engravers Incorporate 


The Photo Engravers, Inc., has 
been formed in Chicago as successor 
to the photo-engraving business of 
po Standard Publishing Corpora- 
ion. 


The incorporators of the new com- 
pany are Walter B. Stearns, Thomas 


Fundukins, Marcus Riley, and Wil- 
liam Black. 


Predicts More 
Popularity for 
Water Colors 


Water color printing is a good 
deal simpler than many advertisers 
suspect, and there is no reason why 
more of it should not be used, ac- 
cording to Photo-Engravers Bulle- 
tin, Chicago. Said the publication: 

“The judges in the Bulletin Cover 
Contest selected as the three best 
covers of the year those that were 
printed in water color inks. Of 
course, they did not consciously con- 
sider the kind of inks used in the 
printing of these covers. 

“Yet there is no denying the 
appeal of water color printing, due 
to the purity, density and brilliance 
of the colors. 

“We have no particular reason to 
boost water color printing, but there 
is a growing demand for it and it 
deserves attention. 

“A great deal of water color 
printing today is done from plates 
cut by hand on rubber and similar 
materials. The public generally and 
many printers are under the im- 
pression that water color printing 
can only be done from such plates 
and that metal printing plates, such 
as photo-engravings, cannot be used. 

“In order to bring this matter to 
the attention of photo-engravers 
generally, we have employed water 
color printing quite frequently 
during the last two years in the 
printing of Bulletin covers and in 
considerable of our convention ad- 
vertising matter. 


Experiments Successful 


“We have experimented with 
photo-engravings as well as with 
plates cut on rubber and wood. We 
have demonstrated to the satisfac- 
tion of anyone who faces the subject 
without prejudice, that  photo- 
engraved plates will lend themselves 
perfectly to the production of water 
color printing. We have demon- 
strated certain results which could 
only be obtained with the use of 
photo-engravings and in no other 
manner. 

“There is no secret about water 
color printing and these inks can 
now be purchased in the open mar- 
ket and from a number of different 
concerns. 

“Instructions and materials neces- 
sary for the successful use of these 
water color inks are furnished by 
the manufacturers and any com- 
petent pressman possessed of a rea- 
sonable amount of ingenuity and a 
willingness to apply himself can 
obtain good results when the use of 
water color inks is combined with 
photo-engraved plates. 

“It is not necessary to pay license 
fees or royalties to anyone, neither 
is it necessary to give special treat- 
ment to photo-engravings intended 
for water color printing.” 


Sherman to Wed 


Stuart Sherman, member of the 
advertising department of the Col- 
gate-Palmolive-Peet Company, Chi- 
cago, will wed Miss Jane Pearce, 
daughter of Charles Pearce, presi- 
dent of the company, it is an- 
nounced. 

Mr. Sherman is a son of L. B. 
Sherman, vice-president of the Sim- 
mons-Boardman Publishing Co. 


Name Representatives 

Radio Science Publications, Inc., 
New York, has appointed Blanchard, 
Nichols, Coleman & Johnston, Chi- 
cago, as mid-western representatives 
of Screen Book, Science and Inven- 
tion, Radio News and Amazing 
Stories. 


Showers Brothers 
Have New Agency 


Showers Brothers Furniture Co., 
Bloomington, Ind., has placed its ad- 
vertising with the Homer McKee 
Company, of Indianapolis. 

Magazines, direct mail and _ busi- 
ness papers will be used. 


Renew Radio Contract 

The B. F. Goodrich Rubber Com- 
pany has renewed its contract with 
the National Broadcasting Company 
for a four-night program weekly 
through 1931. Uncle Abe and Davis 


will be featured, as heretofore. 


Cae ee x “Soe ee Arete! Sty igeee a Seer co rei mae vd eis Gio. Sha oe WES Ae a lle cog Near i 8 “a Fd ri eS Fn alc es s - ne ee a Be, fd i Be * : . wr aos Tei A ee ici ne = 
a (0 ES ee [ 
—~ Pet ee pu 
we | | | wi 
ego 
| ——_ | of 
‘ ho 
co 
PF | —— | | of 
oft 
| | 
a ar | a eT | | | 
— ; | jt : 
| qT 
: | a fo 
| a 
_ |’ 
| ; 
| - wy, a (3 | 7 
iT - Gu. se ‘ine » 2 af Ue | it 
: || I: — he ry : P P 
i} sy! De WL ma 9 GN \ : 
| yore (Ce ee 
ee P| by 
bo Le Te i 
| *, rs a tr 
| | Ww 
* | 8: 
—— al | TT ; 
eS | ee ee | : 
P| | - 
EE | ees ; : tw : b 
ee | — 2 
 § j aoe a . 
| me — ‘| ki 
me hoe | me 
= —Z— ee vei ues ” 
: Si 
f . | 
; a ee n 
a 
a aioe! rs 
oo i : 
j 
—————— | = 
| SS Po } 
—_—_—_—_—_—_—————_aaS=ESS—O_“ OY | a 
ag pe 
a - Sf — 
| _———— 
es 


SS a 6S 


December 27, 1930 


ADVERTISING AGE 


Information 
for Advertisers 


(Continued from Page 4) 


than $1,000,000. It tells how the 
publication’s circulation coincides 
with the market. 


194a. The Marketing of House ance 
Home Furnishings. 


This study shows that in depart. 
ment stores doing an annual volun: 
of from $2,000,000 to $5,000,000 
home and house furnishings ac- 
count for 26.3 per cent of sales 
How these sales are divided is one 
of the interesting presentations 
offered by Retailing. 


195. Scribner’s Magazine, Opinion 
Maker. 

Here is a peep into the editorial 
sanctum and at the mass of material 
which passes over the editor’s desk. 
The method of selection is the basis 
for the publication’s claim that it is 
a maker of opinions among those 
whose opinions count. 


176. The Golf Market. 


Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


124. The Recorder Outlook. 

This is a monthly bulletin written 
by Arthur D. Anderson, editor of 
Boot & Shoe Recorder, New York, 
in which he points out changing 
trends in the industry. Advertisers 
will find this a convenient method 
of keeping informed. 


84. This Man the Architect. 


What are the functions of the ar- 
chitect? Just where does he fit in? 
What is his influence? What does 
he buy? These are some of the 
questions answered in this tiny 
booklet by Charles Scribner’s Sons. 

. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


186. Steel—Basic to Industry. 


Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


187. A Pictorial Survey of the Ho- 
tel and Restaurant Markets. 


Two big sections of the enormous 
institutional market are here pre- 
sented in interesting style in a 36- 
page booklet. The contents include 
number and distribution of hotels 
and restaurants, buying methods, 
sales methods, etc. Issued by the 
Ahrens Publishing Company, New 
York. 


Radio Specialist 
Available to Direct 
Radio Production 


Department 


¢ 
F sti of extraordinary 


capabilities and proven ex- 

perience is ready to assume 
responsibility for duction 
outstanding broadcasting cam- 
paigns. Continuity with a “touch,” 
dramatic, comic and musical pro- 
grams of artistry, originality and 
individuality; — and resultful 
merchandising ideas. Completely 
equipped with ALL facilities to 
exhibit programs of exclusive fea- 
tures, ready for consideration and 
audition. Opportunity of first im- 
portance. Remuneration commen- 
surate. Address Box 10, Care of 
Advertising Age, New York 
Office. 


Marie, Lauder 
Try Aplets and 
Endorse Them 


celebrities hold out, Aplets will yet 
be the world’s largest selling con- 
fection, A. L. Tertsagian, of the 
Liberty Orchards Company, Cash- 
mere, Wash., told the Seattle Adver- 
tising Club. 


Marie, of Roumania, got some 
Aplets, which are a candy made 
from apples. 

“We wrote Ralph Budd, genial 
president of the Great Northern 
Railway Company, on whose train 
Queen Marie was to pass through 
our town, asking if the train could 
be stopped for a few moments,” ex- 
plained Mr. Tertsagian. 

“Mr. Budd replied, ‘Taking mat- 
ter up with Marie at Seattle.’ Two 
days later, he wired, ‘Queen Marie 
accepts invitation.’ 

“The program went through as 
we had planned it, although the hugs 
and kisses Marie bestowed on the 
little girls who presented the Aplets 
were not scheduled.” 

Later, Sir Harry Lauder visited 
the Aplets plant and freely endorsed 
the product. The Liberty Orchards 
Company told the world about it in 
space in The Saturday Evening 
Post. 


Issues Order 
Against Claim 
in Ale Copy 


Washington, D. C., Dec. 26.—An 
order directing a manufacturer of 
ginger ale to cease advertising that 
his ginger ale has been or is aged 
six months in the making unless 
and until it actually has been or is 
that age prior to sale has been is- 
sued by the Federal Trade Commis- 
sion, it was announced yesterd: y. 

The commission found, it was 
stated, that until April, 1929, the 
company advertised that ginger ale 
was unripe and injurious unless it 
had been aged six months and had 
derived a fullness of flavor and mel- 
lowness of tone as a result of such 
aging process. 

In April, 1929, according to the 
commission, the company discontin- 
ued its practice of representing that 
its ginger ale had been aged six 
months and adopted as a substitute 
therefor the phrase “aged _ six 
months in the making,” which it 
employed in its advertising. 

The commission found that such 
ginger ale has not been and is not 
aged six months or six months in 
the making. A flavoring mixture 
called the concentrate from which 
the finished ginger ale product is 
made has been and actually is aged 
six months in storage tanks, the 
commission said. After the concen- 
trate is so aged it is mixed with 
other ingredients, but is in weight 
about one-fifth of per cent of the 
product. 

It is held by the commission, it 
was asserted, that the representa- 
tion regarding the age of the bev- 
erage tended to deceive the public 
and divert trade to competitors and 
furnish to wholesale and retail deal- 
ers the means by which they are 
enabled to mislead customers into 
believing that the ginger ale is six 
months old when offered for sale. 


“American Weekly” 


Enjoys Big Year 

The American Weekly broke all 
records in volume of advertising this 
year, it was announced at the -third 
annual meeting of the sales organ- 
ization in New York. 

The meeting was under the direc- 
tion of Mortimer Berkowitz, general 
manager, and was attended by a 
large number of celebrities in and 
out of the organization. 


Hartzell Has Agency 
The Hartzell Propeller Fan Co., 
Piqua, O., has placed its account 
with the William J. Grover Co., 
Lima, O., effective January 1. Busi- 
bees] papers and direct mail will be 
used. 


Seattle, Wash., Dec. 26—If the |. 


Mr. Tertsagian related how Queen | 


TIE UP WITH AERIAL TRADE-MARK 


NATIONAL, 


BANK | 
ee ee ee “4 


The Grand Rapids (Mich.) National Bank has installed 
the largest aeronautical beacon of its type aloft its building. 
The dome-shaped display is composed of luminous red 


tubing. 


A tie-up is effected with branch banks by the use of re- 
plicas, in neon tubing, of the larger dome. 

The display was designed, erected and serviced by Walker 
& Co., outdoor advertising organization of Detroit. 


Death Claims 
Veteran Agent 
of Philadelphia 


Philadelphia, Dec. 24—Clifton T. 
Miller, pioneer advertising man of 
national experience and prominence, 
died at the Women’s Southern 
Homeopathic Hospital December 21 
after an illness of a week. 

Mr. Miller, who was associated 
with Fox & Mackenzie, advertising 
agency, had a coast-to-coast acquain- 
tance, having in the past 25 years 
directed Boston, New York, Chicago 
and San Francisco offices for va- 
rious agencies and publishers, in- 
cluding N. W. Ayer & Son, the J. 
Walter Thompson Company, Crowell 
Publishing Company, and the Conde 
Nast Publications. 

Mr. Miller was born March 8, 
1878, at South Hadley Falls, Mass. 
He was graduated from Dartmouth 
College in the class of 1900 and was 
always active in alumni affairs. 

Mr. Miller went to the hospital 
December 15 with what was diag- 
nosed as severe indigestion. Heart 
complications followed and close rel- 
atives were summoned four days 
later. 

He is survived by a son, Bruce, 
who lives with his mother, Mrs. 
Norman Grayling, in East Aurora, 
N. Y., and two brothers, Arthur and 
Albert, of South Hadley Falls, 
Mass. Interment was at South Had- 
ley Falls, Mass. 


Sporting Goods House 
Appoints An Agency 


The Draper Maynard Company, 
Plymouth, N. H., manufacturer of 
sporting goods, has appointed Bad- 
ger and Browning, Boston, as ad- 
vertising counsel. 


Caleb Dula Is Dead 


Caleb “Conley Dula, chairman of 
the board of the Liggett & Myers 
Tobacco Co., died in New York 
Christmas Day, after an illness of 
several months. 

When the American Tobacco 
Company was reorganized in 1911, 
Mr. Dula became president of the 
new Liggett & Myers Tobacco Com- 
pany. In 1927, he was made chair- 
man of the board. 


Has Bat Account 


The Procter & Collier Company, 
of Cincinnati, will direct the adver- 
tising of the Hillerich & Bradsby 
Company, sporting goods manufac- 
turers of Louisville, Ky. 


New Data on 


the Food Field 


A folder presenting a clear 
picture of the Food Field, 
the distributive groups which 
comprise it and their func- 
tions. Has been called the 
clearest presentation of the 
controlling factors in modern 
distribution in the Food 
Field yet produced. You will 
find it exceedingly valuable. 
Send for it today. 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


@ ADVERTISING 
CALENDARS 


Every sort, size, shape, color, design 
of business calendars . . . twelve-sheet 
- + + three-month-at-a-glance . . . 
weekly .. . postage-saving paper .. . 
wood or metal binding . . . a com- 
plete service from design to mailing. 

Write for samples on your business 
letterhead and we will make sugges- 
tions your business. 

Now is the time to order 1932 
Calendars. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Despliaine St. 


and 34 other cities 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
may be purchased at the following News- 


stands in New York City: 
WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS Inc. 
. Graybar Building 
420 Lexington Avenue 


“everybody reads the news” 
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the significant news of the gasoline and oil retail field. Editorial 
advice and assistance in merchandising. Real reader interest dem- 
onstrated by actual subscriber endorsement of the publication. 


J —Smashing display through the largest type-page in the field; 


newspaper style and make-up. No buried advertisements. Un- 
usual opportunity for quick, action-getting announcements and 


real selling copy. 


3 __ Thorough coverage of actual buyers of gasoline, oil, garage, filling 


and service station equipment as well as resale merchandise. 
Weekly edition. Twenty-five thousand net paid circulation guar- 
anteed for 1931. Present rates based on 10,000 paid subscribers, 
backed by publisher’s sworn statement. 


___Lowest rates in field. Special dominant page space to care for 


cuts and copy used in standardized magazine size. Closing date 
two days before publication day. Publication day Thursday. 


Filling Stations, Garages and Service Stations 


Subscribers 


1 ___Unduplicated editorial service through exclusive presentation of 


Reaches the Man Who Stands Between the Manufacturer and the Ultimate Consumer. 
| Enables National Advertisers to Get Action at Point of Sale by Giving 
Clear Cut Plans for Co-Operation With Retailers. 


The GASOLINE RETAILER 


54 West 74th Street 


Printing Plant and Advertising Office: 
New York City 
Telephone Trafalgar 5700 
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